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TO ALL. 
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There is the source of 
advertising results. 


The circulation of .... 


THE PHILADELPHIA 


RECORD 


Is principally a home circulation. Three-fourths 
of its entire sales are made direct to its carriers 
and agents, who in turn deliver them to permanent 
subscribers at their homes. 

You've had its ciaculation figures—so you may 
calculate how many “ RECORDS” are at the family 
breakfast table every morning. 

A circulation worth more, but charging less 
than most newspapers; and you'll believe it 
when you see our rates. 


THE RECORD PUBLISHING COMPANY, 
PHILADELPHIA. 
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Worthy of Camabtinniien 


Those people who live in the towns and villages of t! 
New England, Middle and Atlantic Slope States. 

The 1,600 local weeklies of the Atlantic Coast Lists reac 
them: 

fh No other advertising medium does. 

; 


LA, BOT RE SP oF 


THERE IS NO SUBSTITUTE. 


Our catalogue explains matters fully. It can be had f 
the asking. 


Atlantic Coast Lists, 134 Leonard St., New York. 
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ORIGIN AND ORIGINATORS. 


As there has been some discussion in 
regard to the formation of the Amer- 
Publishers’ Associa- 
tion, as to who was responsible for its 

rganization, PRINTERS’ INK has taken 
pains to obtain the following authentic 
information : 

In the archives of the Association, 
at its New York offic c, is a SC rap book 
f original material which was pre- 
sented to the Association by W. H. 
Brearley, its first secretary, at the close 
of his term of office. 

[he material is too voluminous to 
juote entire and only a skeleton of the 

iformation there contained can 
herewith presented, but it is of easy ac- 
ss and will be shown to any one con- 
erned who will call upon the gentle- 
nanly secretary of the Association, 
Mr. William Cullen Bryant. 

The beginning of the Association 
seems to be the recommendation of 
V. H. Brearley, then of Detroit, in a 
vaper which he read before the Na 

mal Editorial Association which was 

eld in Cincinnati, February 24, 1886 
[his paper was published in a Cincin- 

iti paper and was cut out and pasted 

this scrap book. Only the follow 
ng paragraphs will be quoted = 

‘| favor the establishment in New 
York City of a publishers’ association, 

embership to be restricted to those 
ipers which may adopt a rigid system 
publishing actual circulation, and 

n only by papers willing to pay $50 

more per year. I would have this 

ociation rent a suite of suitable 
ms which would be headquarters 

r all popeentone are members and to 

mducted under ruies to be adopt- 
and to be controlled by an execu- 
committee. 

‘I would have the work of this as- 
ciation include many things needed 

publishers, one of which would be 
1¢ collecting and distributing infor- 
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New York, ‘ *OST-OFFICE, JUNE 29. 


MARCH 17, 1897. II. 
ion concerning the reliability of 
rtisers and the advertising agen- 

cies, in some such way as the editorial 

departments are served by their tele- 
graph news associations. 

**I would suggest that this matter 
be referred toa committee, who should 
be requested to bring in a specific rec- 
ommendation at our next session.’’ 
This matter was referred as request- 

to a of which Mr. 

This commit- 


ed committee, 


Brearley was chairman. 
tee met during the session, but as the 
other two members represented small 


country weeklies, it was evident at 
once that no adequate business ar- 
rangement could be agreed upon. 

June 2, 1886, Mr. Brearley read a 
paper before the Michigan Press As- 
sociation urging better ar- 
rangements by newspapers, and on the 
3d of June this paper was published 
in full in the American Advertise: 
Reporte On the 24th of July fol 
lowing Mr. Brearley sent out one 
thousand copies of this paper to the 
leading papers of the country. He 
inclosed with it a postal card, directed 
to himself, for reply, and also a long 
(twenty-five paragraphs) circular de- 
scribing the proposed publishers’ busi- 
association. This circular and 
request were sent out without consult- 
ing with any one else. Two of the 
paragraphs in this circular were as 
follows: 

‘*I would like to see an American 
publishers’ association formed which 
should represent only the leading pa- 
pers of the country, each journal to 
have one share of stock.” 

Then here follows a full detail of 
organization and the circular closes as 
follows : 

I, therefore, want to see an Amer- 
ican publishers’ association formed 
on 4 practical business basis, and this 
can easily be done. I am not anxious 
to be personally prominent in the or- 
ganization, but I do want the benefits 
it would secure. I send this circular 
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Mr Briggs. The original is also in the 


only to leading papers of the larger 
cities, and if there are enough favor- 
ing responses, will endeavor to secure 
the forming of such an organization. 
Please make immediate reply upon the 
inclosed postal. 
Sincerely and fraternally, 
W. H. BREARLEY. 

Detroit, July 24, 1886. 

This proposition was editorially dis- 
cussed in many papers--among others 
in the Cincinnati Post of July 27, Col- 
umbus S/ate Journal of August Io, 
and American Advertiser Reporter of 
August 4. 

The first one to reply personally 
upon the inclosed postal was J. C. 
Briggs, of Cincirnati, Ohio, and the 
second one Milton A. McRae of the 
Cincinnati Post. The third was J. A. 
Butler, of the Buffalo News. 

Soon'afterward Mr. Brearley issued 
a personal call, to as many as had re- 
sponded favorably, for a meeting in 
Detroit at the Russell House for No- 
vember 17, 1886. Seven persons were 
present, twenty-three sent proxies, 
making a total representation of thirty 
papers. Among those that were pres- 
ent were W. H. Brearley, J. C. Briggs, 
of Columbus; M. A. McKae, of Cin- 
cinnati, and J. A. Butler, of Buffalo. 

The result of the discussion was to 
decide to go ahead_in organizing an as- 
sociation, and the work was placed in 
the hands of a committee of three, of 
which W. H. Brearley was chairman. 
The associate members were J. C. 
Briggs and J. A. Butler. 

The foregoing action was editorially 
described in the Detroit News of No- 
vember 18 and the Ohio State Yournal 
of November 22. 

On November 18 Mr. Brearley com- 
posed an appeal, and sent copies of it 
in duplicate. to the other members of 
the committee, suggesting that his own 
name should be placed last. Two days 
later he received a letter, the original 
of which is pasted in the scrap book. 
It reads as follows : 

Burra.o, Nov. 19, 1886. 

My Dear Mr. Breartey—Your outline re- 
ceived this morning, and in return it meets 
my approbation, so much so in fact that it 
quite compares with an outline | had drawr 
myself, one feature of it being especially 
commendable, and that is not naming for the 
present what amount each paper is expected 
totake. I should most respectfully suggest 
that this be put in print at the earliest mo- 

ment so that we can begin work. Very re- 
spectfully yours, J. A. Butcer. 


Very soon after a letter was evident- 
ly received from Columbus, Ohio, from 


scrap book. It reads as follows: 
CotumbBus, Ohio, Nov, 22, 188¢ 

Dear Mr. Brear_ey—Referring to the in 
closures, I beg to say that they have my ap 
proval. I don’t well see where the stat: 
ment could be improved, only that in refer 
ring to the committee your name should lea: 
as chairman. 

I suppose the proper plan will be to print 
circular and attach to it an application for 
as indicated in sample herewith inclos« 
Yours truly, J. C. Briaes. 

Under date of November 27 Mr 
Brearley sent out a circular, with post 
paid envelope inclosed addressed 1 
himself, giving the names of the con 
mittee, with Mr. Butler’s name print: 
first. 

Early in December another lett: 
was sent out by Mr. Brearley from D: 
troit to the leading dailies of the cour 
try, with postal card back to hims 
for reply. This circular was signed | 
the committee in the following orde 

W. H. Brearley, 
J. A. Butler, 
J. C. Briggs. 

January 2:, 1887, Mr. Brearley sent 
out from D.troit ‘‘ for the committe: 
another circular, with postal inclos: 
back to himself, showing that ov 
eighty newspapers had agreed to jo 
such an association, and making a ca 
for a meeting to be held at Rochest 
on February 16-and 17. 

February 1 the Commercial Union 
published an article in regard to t 
proposed association, in which it sai 
‘“*Mr. Brearley, who is inaugurat 
the movement, is the right man in | 
right place, thereby making the A: 
ciation a success from the start.’’ 

On February 2 the Amer can Ad 
tiser Reporter published a similar ar 
cle, in which it said: ‘* Attention is 
vited to a circular letter in another 
umn of this paper from Chairman 
H. Brearley, relating to a meetin; 
publishers to be held at Rochester, 
Y., two weeks hence.” 

On February 5 Mr. Brearley 
out from Detroit a postal card to 
the papers, jogging their memor) 
regard to the Rochester meeting, 
giving answers to several questions t 
had been raised. 

On February to, 1887, Mr. Brea 
sent out from Detroit, to all the daily 

papers that had indicated their int 
tion of being represented at the n 
ing, a long circular giving full det«:!s 
in regard to the business to go bef re 
the meeting r 


As he prepared this «'r- 
cular himself the names of the com- 
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ittee, which were attached, 
aced in the following order : 
J. A. Butler, 
i. C. Briggs, 
W. H. Brearley. 
The Rochester Democrat and Chron- 
, of February 18, contains a report 
f the meeting, in which it says: ‘‘W. 
Brearley, of Detroit, called the 
mvention to order. A welcome was 
ven the visitors by W. B. Balcam on 
ehalf of the local committee. It was 
sponded to by the chairman, who 
led upon W. J. Arkell to express 
sentiments of the visitors. After 
iddress by Mr. Brearley the pub- 
ers adjourned for dinner.”’ 
\t this (February 18) meeting Mr. 
ngerly, of the Philadelphia Record, 
s elected president, Mr. W. H 
rearley, of Detroit, was elected sec- 
tary, and Mr. William C, Bryant, of 
Brooklyn Zimes, treasurer. The 
xecutive committee was composed of 
e following gentlemen : J. A. Butler, 
the Buffalo News, E. P. Call, of 
Boston Herald, W. J. Richards, 
f the Indianapolis Vews, S. H. Kauff- 
inn, of the Washington Séar, C. H. 
es, of the Jacksonville, Fla., Zimes- 
ion, 
Ir. Brearley, who is now residing 
New York City, has been inter- 
ved in regard to this matter and 
tes that the work was a personal 
up to the time of the meeting in 
roit, after which he received very 
ty and active co-operation, princi- 
from J. A. Butler, of the Buffalo 
Milton A. McRae, of the Cin- 
iati Post, and J. C. Briggs, of the 
mbus State Journal. Mr. Butler 
t to New York and Boston to per- 
uly invite leading publishers to 
the Association, and the other 
bers of the committee personally 
ted Chicago and St. Louis for the 
purpose. When asked why an- 
r name appeared as chairman on 
of the circulars, he replied: 
Modesty, I suppose; I didn’t wish 
appear as if I were seeking noto- 


were 


\ 


Did you ever put in a bill for your 
nse in printing and postage ?” was 


* . . 
I had no wish to be reim- 
What was done, was done 


oo 

bea paying investment, adver- 
; must be backed by sound busi- 
experience and good judgment. 


RS’ INK. 
IN TWO SEPARATE CLASSES. 


Somebody from the office of the New 
York Zeitung sent the following com- 
munication to PRINTERS’ INK: 


A tripolium of successful German newspa- 
pers—in fact, the most successful publica- 
tions printed in the +,erman language during 
the last decade—we may call the New Vorker 
Zeitung, the New Yorker Herold and the 
Ne« Yorker Revue,all of which are published 
and edited by Messrs. Mayer & Wolffram,who 
claim and prove the superiority of their issues 
over all contemporaries of the same language 
in this country. The combined circulation 
of the two one-cent dailies—the New Vor ker 
Zettunmg (morning) and the Ne Yorker 
Herold (evening)—is larger than that of any 
two daily German papers in the United 
States, while their Sunday Revue, afour-cent 
paper, is acknowledged to have no equal in 
this country in circulation as well as in the 
quality of the class of readers which it 
reaches. No one who knows anything about 
the: German publication business in this 
country will deny the fact that the above- 
named newspapers have to be ranked among 
the best advertising mediums—a glance over 
their advertising columns sufficient to 
demonstrate this fact. 


is 


This communication was shown to 
the business manager of the New 
Yorker Staats Zeitung, and his opinion 
was solicited as to the truth of the 
statements it contains. He appeared 
to be disgusted at having such publica- 
tions as the New Yor ker Zeitung men- 
tioned in the same breath as his pa- 
per. He deigned, however, to deliv- 
er himself as follows : 

Every one knows that the Staats Zeitung 
is the best German paper. I'll leave it to 
you, if you are at all acquainted with condi 
tions in this city. I don't know that such a 
claim as the one you show me will weigh 
with people who are initiated. In fact, I 
don’t know what this communication to 
Printers’ Ink may mean, but I need not 
assure you that we do not consider ourselves 
in the same class. I have nothing further to 
say. 
+o 
NEWSPAPER AND MAGAZINE NAMES 

ILLUSTRATED. 


“ BLACK AND WHITE.” 
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SOME GERMAN PAPERS. 
‘By a German-American of St. Louis. 

It is not generally known that Ger- 
man papers have existed in this coun- 
try as long as English. Benjamin 
Franklin published a German paper in 
Philadelphia, while the first Bible 
published in this country was a Ger- 
man one, issued from the house of 
Christian Sauer, whose descendants 
are still to-day in the publishing busi- 
ness in Philadelphia under the name 
of Sower. The oldest German paper 
in the country to-day is the Reading 
(Pa.) Adler, which celebrated its cen- 
tenary in 1896. 

Some of the strongest German pa- 
pers were started in the 30’s when 
political complications in the Father- 
land made it necessary fora number 
of capable men to become refugees. 
Among these papers started at this 
time was the Mew Yorker Staats Zeit- 
ung (1834), the Philadelphia Demo- 
krat (1838), the St. Louis A nzeiger des 
Westens (1834), the Cincinnati Vo/ss- 
blatt (1836) and the Pittsburg Freiheits 
Freund (1834). These papers still re- 
main leaders. 

A characteristic of the German press 
is that it is usually high class, and es- 
chews sensationalism and other meth- 
ods of attracting’a poor class of read- 
ers. The aim of the best German 
papers of to-day is to educate their 
readers to become good American 
citizens, while at the same time keep- 
ing them in touch with events and 
tendencies in the mother-country. 
The German paper occupies an affec- 
tionate regard in the German’s heart, 
for it is the link between him and the 
fatherland. It is not, however, a 
German paper ; it is an American pa- 
per printed in the German language. 

The Anzeiger des Westens has been 
able to hold a prominent place in the 
German journalism of St. Louis and 
the country. It is edited by Carl 
Daenzer, who has been at its helm, 
almost uninterruptedly, since 1852, and 
to whom is due its prominent position. 

In the ’50’s a number of papers 
were started which gained consider- 
able distinction, among which must be 
named the /i/linois Staats Zeitung, of 
Chicago, a per which, under the 
leadership of that excellent journal- 
ist, Herman Raster, gained fame as a 
high-class newspaper throughout the 
msey The /lhnois Staats Zeitung 
is to-day considered one of the best 
papers of thecountry. Richard Mich- 


aelis, who started the Freie Presse j 
Chicago some twenty-five years ag: 
has worked up a wonderful business 
and circulation for that paper by h 
energy and great ability. Another 
daily in Chicago which has come 
thefront is the Adend Post, established 
only a few years ago by Fritz G 
gauer, a man who, in the early ’80 
had to become a political refugee fro 
Germany. Mr. Glogauer conducts his 
paper on most conservative lines. 

Coming to Milwaukee, the Milwav- 
kee Herold and the Milwaukee Seeduvi 
have both enjoyed uninterrupted pros- 
perity for forty-five years. The /er- 
old, a Republican paper, is still con- 
ducted by the Coleman Bros., sons of 
the founder, in an able manner, w! 
the Seedote is conducted by the P. V. 
Deuster Co., and the founder and 
former editor of the paper, Peter \V. 
Deuster, is still largely interested, 
Another Milwaukee publication wh 
is known all over the land is the Mil- 
waukee Germania, founded by Georg: 
Brumder in 1872. The Germaniu has 
lately begun publishing a daily edition 
which seems to have taken good hold 
on the people. 

The Adend Post has been the lead- 
ing evening paper in Detroit since 1852. 
Cleveland, Ohio, has a good paper in 
the Wachter und Anszeiger, which was 
consolidated from the Wechéter «a 
Erie and the Cleveland Anzeiger. Ex- 
Governor Jacob Mueller was at one 
time the editor of the Wachter. 

In Pennsylvania the Welt Bote, of 
Allentown, a weekly established in 
1835, is still holding its own, The 
Fretheits Freund, of Pittsburg, !a., 
already mentioned, is another of thos 
good papers that were establishe: 
the early 30’s. The Volksblattis a }itts- 
burg daily publication establish: 
1859, which is in high favor with t! 
German population of Pittsburg. 

The Pacific Coast’s best and largest 
German paper is the Caf fornia 1) 
krat. It was established in San Fran- 
cisco in 1853. Frederick Hess & 
are its publishers. 

The German paper of New Or! 
is the New Orleans Deutsche Zei 
established in 1847, and publishe 
Jacob Hassinger. 

Der Deutsche Correspondent in | 
more, established by Colonel Raine, 
now under the editorial control of Ed- 
ward J. Leyh, widely known a 
archeologist, was one of the pap 
started in the 30’s. 
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BECAUSE a thing is low in price it is 

not necessarily a bargain. %% 
You cannot get a first-class article at a 
second-class price. At first glance the 
cost of advertising in 2% % et et 
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may look high; in reality it is remarkably 
low. Avail yourselves of THE SUN— 
light of publicity at once ® 2% 9 mt 


Address 


THE SUN, 


NEW YORK. 
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SUBSTITUTION : HOW TO PRE- 
VENT IT. 
By Wolstan Dixey. 
Substitution is only a form of com- 


petition. It must be recognized and 
treated in that light if it is to be pre- 
vented. It may be a mean and unfair 
sort of business, but it is business. 

Legal restraint and editorial favor 
may accomplish something, but the 
best way is the business way. 

Maxe the public want a thing hard 
enough, and they'll get it. Makeit an 
object to druggists and grocers to sell 
it, and they'll sell it. 

This is all in the line of what has 
already been tried by good advertisers, 
and the sum and substance of the best 
plan is, keep on trying and try harder. 

Keep up the fight on the same lines 
and open up new lines. Hammer 
away on the same old nails ; drive them 
home and clinch them ; then drive in 
new ones. 

Devote a larger proportion of adver- 
tising space to the substitution evil. 
Give entire ads to the subject. Appeal 
to every rational motive that actuates 
mankind—their interests, common 
sense, pride, fear, obstinacy, sense of 
justice. Show why they should insist 
on getting what they ask for. 

Speak with business fairness of the 
druggist or the grocer. He may be a 
friend of the family. He is usually 
much nearer to them than the advertis- 
ers are. Allow that he may be a de- 
cent sort of a man, but insist that he 
is mistaken. 

Show that he is only human—that 
he is a business man naturally seeking 
his own interests, liable to prejudice. 
Show that substitution is a direct chal- 
lenge to the purchaser’s intelligence, 
judgment and self-respect, and justly 
entitled to his resentment. 

Let the idea that substitution is dis- 
honest and unscrupulous come by nat 
ural inference rather than by a sweep- 
ing charge which may be unjust and 
will probably arouse retaliation. 

Keep the way clear for amicable re- 
lations between the advertiser and the 
dealer, and cultivate these relations. 
First, make him sell the advertised 

s because he has to; then make 

im want to. It is clearly in his in- 
terest; make him do it; then take 
pains to have him see it. 

Point out to him the value of a reg- 
ular satisfied customer in contrast to a 
transient purchaser. Many dealers 
realize this without prompting. En- 


courage them in every way possible, 
and stimulate the others. Conciliate 
dealers if you can; antagonize them 
only if you must. Proffer them the 
gospel of reciprocity. If they won't 
have it, give them a club 

Fight the incorrigibles without 
mercy, and with every weapon the 
law allows and good business policy 
admits; but remember all the time 
that the ‘‘immorality” of substitution 
and the total depravity of substitutors 
is just about as desperately wicked as 
a number of other things that ar 
going on all the time under the head 
of honest business. 

Ethics and business may be put it 
the same bottle and shaken up together 
like oil and vinegar, but they have no 
natural tendency to coalesce. The 
substitution fight, pro and con, is 
simply business. 

CATCH PHRASES. 

The rank and file of catch lines or 
phrases are a delusion and a snare, so 
far as their actual advertising value is 
concerned. Many a man has the no- 
tion that he has but to introduce a 
smart saying or catchy sentence in each 
of his advertisements, and continual|y 
repeat it, to make it a household word 
and a clever advertisement for himsel!. 
This is, alas, a general idea, but non 
the less a mistaken one. 

The worth of a *‘ catch phrase ’’ | 
not in its cleverness or in its acut: 
turning of words, but in so far as 
really gives some information regari- 
ing the article advertised — in ot! 
words, it should not only be distincti\ 
but descriptive and educational. 

For that reason ‘‘ You press the but 
ton, we do the rest’? was probably the 
best catch phrase ever used. It « 
tained a lesson as to the method of 
operating akodak. It was educational! 
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ILLUSTRATED EXPRESSION. 








“ HELP WANTED.’ 
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OREGONIAN BUILDING IN 1853. 


. J — — 


1HE PACIFIC NORTH- (& 
WEST. 


That Oregon was redeemed 
in the late presidential election 
is due to the Portland Orve- 
gonian, the great daily of the 
Pacific Northwest. The Ove- 
gonian is able and honest. It 
covers a great field. The 
Eastern advertiser who seeks 
the trade of the Pacific North- 
west may safely expend half 
his advertising appropriation 
with the Oregonian. The 
other half may perhaps be di- 
vided among five or six other 
papers of importance. * * * 

From Editorial, Printers’ Ink. 
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OREGONIAN BUILDING IN 12896. 
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the Qregonian 


DAILY, SUNDAY AND WEEKLY 





ITS FIELD 
pa* Population 
PORTLAND (Orricuc) + - 81,342 


PORTLAND’S SUBURBS . 17,800 
STATE, Oursiwe or Portiano 


(arerox.) 275,000 
WASHINGTON 375,000 
IDA WS 100,000 
WESTERN MONTANA - 90,000 
BRITISH COLUMBIA 100,000 


TOTAL 1,039,142 








EDITIONS. 


E, G. JONES, 


IN CHARGE OF ADVERTISING, 
FFF) 


The S.C.Beckwith Special Agency, 
Sole Eastern Agents, 


The Rookery, 
Chicago. 


Tribune Building, 
New York. 
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ADVERTISING OF FIRE INSUR- 
ANCE AGENTS. 
By Chas. Seth Brown. 

Most of this is of very little account, 
from the agent’s standpoint. The 
agent, if he attempts any advertising, is 
very apt to quote the capital of his com- 
pinies, tell how old they are, and in 
general endeavor to impress his patron 
with the magnitude of the corporation 
he represents. I have read some sug- 
gestions upon this subject from those 
high in authority upon advertising mat- 
ter. While I have seen much bright 
and telling work done by life insurance 
companies, and some very creditable 
efforts by fire insurance corporations, 
I have seen very little really good ad- 
vertising done by fire insurance agents. 


C. 8. B. 


Three Ways to Get 
Insurance, 


First. Because the agent 
is a personal friend of yours, 
lives on your street or be- 
longs to your lodge or 
church. 

Second. Because’ the 
agent bothers the life out 
of you and you insure with 
him to get rid of him. 

Third. Because you ex- 
amine the different agen- 
cies and select the one that 

ou think will do the work 

st. In other words you 

select your agent upon bus- 
iness principles. 


O 
z 
= I get most of my business 
~ 
~” 
= 






















by the third plan. I solicit 
very little, and careful per- 
sons usually select my 
agency. There is lots of 
difference between real in- 
surance and the simple pos- 
session of a. policy. This 
difference is not always ap- 
parent until afver the fire. 
I would like to do your bus- 
iness and take pleasure in 
referring to the list of per- 
sons who have sustdined 
losses covered by insurance 
in my cgency. Everyone 
has become a permanent 
customer. My insurance 
cysts no more than. the 
common kind. 

Cuas. SETH Brown. 


OBERLIN, 
Sno.” IOS 
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Neither have T read any very helpful 
articles from professional adwriters 
upon the subject. 

While the plan of quoting huge assets 
may do the individual companies good, 


it is of very little benefit to the agents 
The adwriter says that you must tell 
the public of the beneficial result 
arising from fire insurance. 

This is all wrong. What the agent 
should do is to advertise himself. Th: 
experienced agent knows that all really 
good business is already placed. Thos 
who get into the habit of going with- 
out insurance are not worth bothering 
with. This may seem strange, but 
is a fact, and it takes all the argument 
out of the professional adwriter’s view 

The wide-awake agent has but two 
avenues for new business—getting th: 
business of other agents and securin 
insurance on new buildings and stocks 
There are hundreds of good, reliab|: 
companies, and the agent who works 
himself up to a white heat over t! 
great strength or age of his compani 
will have to admit, if he is honest, t! 
his competitors have companies equally 
good. This leads me to make t! 
assertion above stated, that the agent 
should advertise himself; put | 
methods of doing things forward ; t 
what he knows about writing policies. 
Two policies may be written in two 
equally good companies by two agen 
and the one may be what it is presumed 
to be, insurance, while the other policy 
may be worthless. Most insuranc: 
litigation is due more to the slipshod 
methods of agents than to any fault of 
the companies. Every insurance agent 
should thoroughly understand insurance 
law, should havea clear understanding 
of titles. If he knows these things, if his 
policies are so written that when the 
fire comes there is no misunderstanding 
as to what the property insured con- 
sists of and who it belongs to, if he 
knows the thousand and one things 
that he should know in order to be a 
good agent, these facts are legitimate 
and profitable things to advertise. If 
he follows this plan it will not seriously 
affect him if some company leaves his 
agency. The business has been 
cured upon the merits of the agent 
not the company, and he will have no 
trouble in holding it. Thus it is 
best thing for the agent to advertise 
himself, and by so doing he is creating 
a certain kind of monopoly. 

These suggestions apply, as do all 
advertising suggestions, to the party 
who really has something good to 
vertise. If the agent is incompetent, 
has little experience and doesn’t uncer- 
stand his business, he had better ai 
vertise the companies he represents 


> 
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In many thousands of 
the best homes of New 
York City and Brook- 
lyn Tue New York 
Times with “4 the 
news that's fit to print” 
is the only morning 


newspaper admitted. 


- 


The circulation of THe New York TIMeEs 
has nearly doubled within the past six 


months. 
a a 








See ee ee 








naman 


VR 








12 PRINTERS’ INK. 


ACCIDENTAL BOOMS. 

A good many things and a good 
many people have been advertised by 
the merest accident, in the latter case, 
at no cost to themselves, but to their 
vast benefit. One of the most striking 
cases on record is that of the celebrat- 
ed, or rather notorious, Seeley dinner, 
at Sherrys, in New York. The four 
ladies of the variety stage who took 
part in that entertainment were com- 
paratively unknown up to that famous 
evening, and their salaries, when they 
happened to be engaged, were very 
lenient. But Captain Chapman’s raid 
on the dinner party, and the vast pub- 
licity afterwards given to the case, 
raised the quartette of girls from semi- 
obscurity to positive fame at one 
bound. Variety show managers every- 
where were offering fabulous salaries 
to the fortunate four, and their popu- 
larity was soon established. The See- 
ley dinner brougiit disgrace and disas- 
ter to many, and it is said to have 
considerably injured the reputation of 
Sherry’s as a fashionable resort, but it 
was the means of making the fortunes 
of the fair artistes who contributed to 
the entertainment by their ow/re songs 
and dances. They are now ‘“‘featured 
in the bills’? as people of great im- 
portance, drink champagne instead of 
beer, and drive to the theater instead? 
of trudging it as heretofore. For all 
of which sudden popularity and afflu- 
ence they can thank a zealous police 
officer, and a_ sensation-mongering 
press that advertised them in the most 
attractive manner imaginable. 

A teacher of singing in London used 
to have a very hard time in procuring 
pupils, until one day he saw in one of 


* the newspapers an article headed, 


‘**Catholic Choirs and Protestant Sing- 
ers,” which was the complaint of a 
Catholic subscriber who asserted that 
Protestants filled the choirs of Catholic 
churches in the city ; that they did so 
merely from sordid motives, had no 
faith in what they sang, were indevout 
and even indecorous in church, and 
were no better qualified to sing the 
masses than many Catholic singers at- 
tending the same churches. ‘The let- 
ter provoked long and bitter discus- 
siof, in which our friend, the music 
teacher, took part, under an assumed 
name, and while the excitement was at 
fever heat, he advertised under his 


own name as a ‘* Catholic teacher of 
singing for Catholic choirs,’’ 


All the 


time he was keeping up the discussion 
from the Protestant standpoint, anony- 
mously, and getting more Catholic 
pupils than he could possibly handle 
through his advertising! So artfully 
did he manage the business, and sO 
well worded were his ads, that the very 
priests whom he combatted in the let- 
ter discussion used to recommend pu- 
pils to attend his classes. And tothat 
first chance letter to the newspaper h: 
could soon attribute a prosperous and 
permanent business. 

In Bolton, in the north of England, 
a house collapsed one day, causing th: 
death of seven persons. The builders 
in the town were all what is known a 
‘* Jerry builders,” or erectors of chea; 
and insecure houses, One contracto 
in the place saw his advantage, adver 
tised himself as a builder of reliabl: 
houses only, soon got—and, I believe 
still has—the biggest and most profit 
able business in the city. The col- 
lapsed edifice was the sole cause of it. 

One of the most celebrated of lini 
ments got its initial boom half a cent 
ury ago from a steamboat accident up 
the Hudson. The injured were taken 
ashore and their burns and scald: 
treated with the liniment, which ef 
fected such wonderfully quick anid 
permanent cures that even the newspa 
pers had to notice it, and the effect 
of those notices still linger to-day in 
the steady sales of the article. 

‘** Faulkner, the Florist,” was prac 
tically an unknown man in Londo 
until he happened to be a witness in 
celebrated criminal trial, and, in ar 
swer tothe learned counsel’s query 
‘““Do you keep flowers?’’ replied 
**No, sir, I sell them.’’ This san 
remark, with variations, has bee 
used by numerous advertisers durin 
the last eighteen years, but it bui 
Faulkner’s business up from a sma 
to a large one. 

Numerous other instances could |! 
cited showing how the merest accide: 
gave rise to considerable prof.tab 
publicity, but a careful observer wi 
note that similar opportunities ar 
arising every day, and the shrewd a 
vertiser, when he gets the chance, w 
avail himself of them. A. B. C. 


ee 
GOOD AND BAD. 

No advertisement or advertising meth 
can be pronounced absolutely bad ; what 
universally deemed bad may in certain eas 
be excellent; the advertisement which 
universally conceded to be good may be t 
very reverse, under slightly changed con 
tions. — ame. 
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Pacific Coast Journalism. 

Advertising patronage greater than that 
of any San Francisco paper. 
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CHARLES M. SHORTRIDGE, 
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Labor-saving 
Advertising 


It wouldn’t be fair to say the Chicago 
Newspaper Union Lists constitute a medium 
by which the advertiser can reach every indi- 
vidual in the West. We don’t pretend to say 
that. 

All we claim is that— 

(1) There are more than 1,500 separate and 
distinct newspapers on our lists. 

(2) More than half these papers are the only 
publications in the towns where issued. 

(3) Our lists comprise one-third of all the 
papers published in the Middle West. 

(4) An advertiser can print his ad in this 
third by simply writing one letter, sending one 
check, furnishing one electrotype, making one 
payment: ‘ 

He may, perhaps, want to reach the other 
two-thirds also. But that’s another story. 

Our system is nothing more nor less than 
labor-saving advertising. Yes, and money- 
saving. 

Ask us questions about the Chicago News- 
paper Union. 


Chicago Newspaper Union 
10 Spruce St., New York, N. Y. 
-87-93 South Jefferson St., Chicago. 
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OUR POST-OFFICE, 


Carrying out the learned and _ brill- 
iant idea of Assistant Attorney-Generai 
Thomas, of the Post Office Depart- 
ment, as set forth in a decision pub- 
lished in the U. S. Postal Guide, for 
February, it looks as though the old 
New England custom of allowing the 
boy or girl who stood at the head of 
the class at night to wear home the 
prize quarter, tied around the neck 
(it being ye and attached to a 
string), and of awarding the aforesaid 
quarter at the end of the term to the 
me who had already had the most use 
of it, was an immoral scheme. The re- 
markable decision is printed below : 


eee Se, t 

Wasuincron, D. C., Jan. 14, 1897 ‘ 
GenTLEMEN—In as to your letter of the 
th instant, I will say that I have had be- 
fore me for two or three years schemes simi 
ur to the one advertised, and after mature 
nsideration I have concluded that they are 
hemes similar to a lottery “ offering prizes 
ependent on lot or chance.” The object of 
e promoters is, of course, to increase the 
ile of the articles advertised. No one can 
w, while he is at work gathering coupons 
this case, or when he forwards them to 
e company, whether he will get the prize 
not. This scheme is different from that 
which the promoter offers a prize to every 
e who sends a certain number of coupons 
the latter case, the contestants will not 
ter the lists unless the condition s are such 
at they can reasonably hope to win, and if 
ey cannot get the required number, they 
in, and probably will, destroy the coupons. 
it here the contestants do not know how 
any will compete with them, nor how many 
oupons it will require to win the prize, and 
onditions under which they work are 
ifferent, and hence they enter the contest 
on a hazard. Suppose one hundred con- 
stants enter the lists. One sends fifty cou- 
ns, five send forty-nine, ten forty-eight, 
nd the other eighty-four send forty-seven 
each, making a total of 4,723. The fifty cou- 
n man gets $100 cash ; the next five send- 
245 coupons, get each a watch or bic ycle 
orth $100; the next ten get each a watch 
orth $25, while the next eightysfour, send- 
4 3,948 coupons in the aggregate (more 
1 five times as many as the sixteen who 
eive $850 among them), get nothing. Isit 
t apparent that there is not only inequal- 
, but gross injustice here? Why should 
promoter have a hundred men, women 
1 children work for him and then give the 
ceeds of their joint earnings to sixteen of 
em, leaving the other eighty-four with not 
ent ? In my opinion the element of chance 
resent in the scheme, and of all forms of 
ibling this is the most pernicious, because 
appeals,go the gambling spirit in our 
es an@among our boys and girls, and is 
rated by very respectable and responsi- 
parties. What effect do you suppose the 
ining of the cash prize of $100 or of a 
tch or bicycle by the proposed method 
t boy of fifteen would have in shaping his 


For the reasons here given, I have con- 
cluded to deny the use of the mails to those 
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who conduct business on this plan. Very 
respectfully Joun L. Tuomas, 
Assistaat Attorney-General, Post-Office 
Department. 
OUR POST-OFFICE 
TACKLE THE 
After reading the foregoing decision 
and noting the earnest concern of the 
Attorney-General for the moral inter- 
ests of this country, and his opinion 
that everything wherein the element 
of chance enters at all is immoral, the 
Little Schoolmaster was surprised to 
observe on Sunday, the 28th of Feb- 
ruary, a wicked announcement in the 
New York 7ribume, 7imes and other 
respectable daily papers. ‘That adver- 
tisement is reproduced on next page, 
and below is given the part of it which 
is so specially iniquitous : 


DOES NOT LIKE TO 
BIG DAILIES. 


Prize Puzzle with * 2th Pix. “4 

The prize will be a handsome Morris Re- 
clining Chair, same as described above in 
this advertisement. 

With 24 toothpicks, make nine squares (as 
in illustration). Remove four picks, and 
leave five squares. There are two solutions. 
The conditions covering correct answers are: 
From all received up to Wednesday evening, 
a drawing will be made, and the name so 
drawn will be declared the winner, and the 
chair sent to its address. This coupon must 
accompany each answer, and the two ways 
of doing the puzzle must be sent in plainly 
drawn on paper. The name of the winner 
will be published, together with the correct 
yey in this paper next > Ad- 
dress Adv, Dept., HAHNE & CO. 


As will be readily observed by the 
discerning pupils of the Little School- 
master, the element of chance enters 
largely into such a competition as this, 
and, according to Attorney-General 
Thomas, if is consequently detriment- 
al and of bad influence to every one 
—in fact, immoral. PRINTERS’ INK 
was pained to see so wicked an ad in 
such excellent papers, and the impres- 
sion was borne in upon its mind that 
the forces of evil were dominant, and 
that in spite of the Post-Office Depart- 
ment a large mass of literature not of 
the Sanford and Merton variety was 
being disseminated or would be if the 
post-office had not held up and ex- 
cluded from the mails these papers 
with their damning contents. 

Wishing to be certain, however, that 
its conclusion was correct, the Little 
Schoolmaster visited Mr. Gayler, who 
presides over the destinies of the post- 
office at the metropolis of New York. 
Mr. Gayler took the advertisement 
from the Little Schoolmaster’s hand, 
looked at it, said he had seen it before, 
and that the matter was then ‘‘ under 
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WEW JERSEY'S GREATEST STORE, 





Well wortity of a visit trom the 
people of New York, who know 
all about the big Stores. 


b.f/7 
me 


Broad, Haisey, New and West Park Sts., 














/im the Very Heart of Newark, 
SEVEN ACRES OF SHOPPING SPACE 
_ “EVERYTHING NEW IN 
Hovsefurnishings, Pernt 
croton Flees ce: —- 
ue Ga ta, 
Embrotéertes, poees een, 
tamanee? Wear, oes 
Chet 
Ptetures, Eyocrinien sited for 
Lowest 
from top te bettom. We wn woe 4 





Osk or Mahogany _ Ths Antique Table, ot 
Finish Morris Reclining © ™ahogany finish, bighty 
Chairs, with reversible polished, for 
corduroy cushions, any- 3.69. 
color, for 4.79. its regu. it would be a prime 
ot price is 8.00. yi value'at 6.00, 





‘Three-Piece Antique Chamber Suit, with @ 
oeveled mirror, for 10.79. it would ve a good value 
at 15,00, . 

Prize Puzzie with **2th Pix”’— 
The prize will be a handsome Morris 
Reclining. Chair, same as described 
above in this advertisement. 


























plaint: om paper. The ne 
together with the correct solutions im this 
paper next Gunday. Address ADR. DPT, MARNE & CO. 
New York Tribune. 
Ful! Name ............+ rrr 
Address + ........0+5+ ecccccces 














Special Notice—We make a spe- 
cialty of repairing and re-uphol 
ing furniture. 


NOTE—Goods delivered free at amy rallread 
‘Station in New Jersey. No extra charge for 
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consideration.” He did not apparent 
ly see any incongruity in the fact tha: 
the papers containing the announce 
ment had already passed through th: 
mails—a day ortwo before. He said h 
believed the advertisement to be a lo! 
tery and every paper publishing it lia 
ble to be deprived of its second-clas 
privileges. When Mr. Gayler’s atte: 
tion was directed to the novel spelli: 
of the word 2th pix, and ask: 
whether such actions as those were in 
moral or illegal, he did not answe 
but his general manner plainly showe 
that the office of assistant postmaster 
this great city promotes consideral 
weariness of the flesh. It is no eas 
job for an intelligent man to expour 
and apply the Delphic oracles that ar 
known as postal regulations. 

There is, however, one postal usa, 
for which all daily papers are thankf 
and grateful. The Post-Office De- 
partment never finds out their short 
comings till afterwards, and then, as 
is too late to exclude the paper from t! 
mail, nothing is done. 

‘*When I want to send papers 
said the publisher of a great New Yo 
daily to PRINTERS’ INK one day, ‘ 
don’t ask whether it is legal or not 
just send them.” 

This facility afforded to the gre 
and influential papers makes them 
rather indifferent to the suffering i 
flicted on smaller ones by the powe: 
that be. Theantics of the little pape: 
appear to the great daily almost 
funny as the activity of a border citizen 
to a cowboy who has just sent a revolv- 
er shot ‘‘close to him” for the pur- 
pose of seeing him jump. 


A new’ monthly periodical is a: 
nounced, to be called 7he Post-Mas 
J. H. Wilson Marriott, of Baltimore, 
the publisher. Inhis prospectus M1: 
Marriott says : 

At one time advertisements were allo 
in the Oficial Postal Guide, when it 
published by the Sadler Co., of this city, 
which the undersigned was general manay 

Since that time there has been no pub! 
tion that reaches every post-office, as wel 
postmasters direct; but by means of 
Post-Master, a copy of which has bx 
mailed you, you.can now reach every p 
office in the United States. 

There is a demand for such a paper, and 
publication is not an experiment—it has « 
to stay. 

The first number will appear the day aft 
Mr. McKinley is inaugurated ; edition » 
be 75,000, and a copy will be sent to each 
of the 70,562 postmasters of the United Stat« 
besides some 5,000 to officials, foreign g 
ernments, etc. 


Advertisements are solicited by M: 
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Marriott, and it is a condition of the 
rder that payment is not to be made 
till proof is submitted ‘‘ that 75,000 
spies have been printed and mailed.” 
\ reduced fac-simile of the heading 
f this new postal journal is here shown. 


“Ray 620 eo ats be teeta Go caries fy petetng cat Gates ws ietng exgyeetons cant to consttond 0 putts tennis 
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bill. The Gastronomica/ Record claims 
that by ‘‘ special arrangement” with 
Congressman Loud an unlimited num- 
ber of sample copies will be sent out, 
and in another place it says: ‘* There 
must be no disguising the fact that it 
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| Published Monthy 
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Without a microscope one may read 
on this reproduction the motto of the 
paper: ‘*Any one who aids in im- 
proving the service by pointing out de 
fects or making suggestions must be 
considered a public benefactor.” —Zx- 

_M.-Gen’l Wanamaker. 

It is in the guise of a public bene- 

ictor that PRINTERS’ INK points out 
the inexpediency of the Post-Office 
Department permitting semi-official 
publications to be conducted upon 
a es that business men generally may 

t adopt. 

If the Post-Master may be sent legit- 
imately to 70,000 post-offices for ad- 
vertising purposes, it is just as legiti- 
mate to send Comfort or Fame to an 
equal number of postmasters or others 
for the same purpose, and if to seventy 
thousand, why, then, just as well to 
seventy million people 

Che publisher of the /ost-Master 

ikes it plain how he hopes to get 

ick a profit on his outlay. He not 

y seeks advertisements from out- 

ers, but tills a garden of his own. 

s is what he says : 
\t first glance this may strike you as ap 
method for the publisher of this 
r to follow, but it must + borne in mind 
pe with this paper is one of the 

t extensive rubber-stamp manufactories 
this country. 


BY SPECIAL 


ensive 


-_—- 


ARR ANGE MENT. 


Gastronomical Record, of Chi 
», of February 13th, is volume one 


The 


number one. This journal claims 

a member of the Chicago Trade 

s Association, an association which 
ngressman Loud has largely adver- 
ed as favoring his inane post-office 


is ads with us."’ In order that there 
may be no mistake about it, PRINTERS’ 
INK reproduces a part of the first col- 
umn of the editorial page of the Gas- 
tronomical Record, Is it not a disgrace 


Wits GasTROMICAL Cea wa 


Published once @ year by 
a GASTRONOMIST. PUB, €O., 
‘= JAMES ALEXANDER Grraps, es 
: “Pusiaess prapeins Siv'n Ta? 
1. WorKHARD wars” eee 
Editor . 








This Journalisa member af the Chicago 


frade Press Associaton, 
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lintered at the Chicago Postoffice as @) 
Class Matter. 


Subse ripen’ Per Annum, Anywhcre, ®. 


As a matter of course subseri ms will 
be aceepied and the paper will be sent 
reyularly. But there must be no disguis- 
ing the ‘act that it is Ads. we are after. 
The — named in our schedule are pos- 
itively net, and will never be discounted 
for anybody Rate card sent on request. 
: at special arrangement with ress. 

man Loud an tinhmited mum sam- 
pte copies will be sent out. isers 
wil! find in this an added inducement to 
our ooluyuns, 
te ip advertisements is not re 
dne season, the publishers re 
the right to ——. the matter. As 
iMustration of our skill Ss, 
aad display pages. 


jitorre: i BISMARCK, FRNRUARY 18, 187, 


to this Government that dy ‘ sfecia/ 
arrangement”’ with a Congressman a 
publisher may obtain the privilege of 
sending out ‘‘an unlimited number of 
sample copies”? Is it not specially a 
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disgrace when the publisher is indebt- 
ed for this service to a Congressman 
who poses before the country as earnest 
in his effort to cut off the sample copy 
business altogether ? 
- +o — 
CENSORSHIP OF MAILS. 

To criticise the postal department 
for denying the use of the mails for 
immoral, illegal or fraudulent purpose 
is an ungracious duty. ‘lhis is so be- 
cause many thoughtless people do not 
distinguish the dangers of crime from 
the greater dangers of some modes of 
restricting crime. It is quite possible, 
however, todo more harm by improper 
restrictions than by the crimes against 
which they are interposed. When 
such cases occur it becomes a duty to 
criticise the restrictions. 

We are led to these observations by 
the report that the use of the United 
States mails has been denied to a col- 
lecting agency of Ravenna, Ohio. The 
agency is charged with carrying on a 
blackmailing business. Whether the 
charge is true or not we have no means 
of knowing. The question has been 
decided arbitrarily, without judge or 
jury, by the postmaster-géeneral. We 
may assume, however, that he believes 
the charge to be true. But whether he 
does or not, he acts as an irresponsible 
censor. 

The objectiof™to this is two-fold. 
Conceding for the moment the right of 
the government to close the mails 
against particular persons for good 
reasons, it is a right which cannot be 
safely exercised without an opportunity 
to those persons to be heard in their 
own defense before a jury. But even 
the right cannot be safely conceded. 
If the government have that right in 
one case it has it in all cases. [If it 
may empower the postmaster-general 
to deny the use of the mails for the 
transmission of fraudulent circulars, it 
may deny their use for the transmission 
of anything else. The question in- 
volved is the question of free speech 
and free press. To make the post- 
master-general a censor of business 
circulars and letters is a long stride 
towards making him, so far as the 
mails are concerned, a censor of polit- 
ical and religious discussion. 

The true and safe way of dealing 
with the mails is to open them to all 
persens without restriction, holding 
each person responsible for the use he 
makes of them. Many years ago this 


view was sustained with reference 
abolition publications. An atten 
having been made to close the ma 
against such publications, Webst: 
Clay, and their great associates in t 
senate, though they regarded aboliti 
literature as pernicious, insisted t! 
post-office officials could not be m 
censors; that to make them so for 
purpose would be an infraction of 1 
principle upon which the freedom 
our institutions rests. 

Those senators acted upon the w 
doctrine that every one must be f 
to use the nails for any postal | 
pose, being accountabie to the cr 
inal law for abuses of the right. | 
later, in a lottery case, the supre 
court, less sensitive to abstract prit 
ples of liberty, conferred upon < 
gress unlimited power over the ma 
and since then congress has, in cert 
cases, delegated that power to 
postmaster-general. Hence the pres 
censorship But principles cannot 
violated with impunity. If this « 
sorship continues we may expect to 
its powers widely extended. —Recoru 
Cleveland, Jan. 26, 1897. 





Tuis striking illustration, here gr: 
ly reduced, is used as an eye attra 
by Querns Bros., Philadelphia, mak 
of Melba combination garments, 
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IN PATERSON, N. J. 


n Paterson, N. J. several daily pa- 
are published. Among them are 
Guardian and the News. Not 

g since the editor of the American 

vspaper Directory applied to the 
shers of these two papers for a 
rt of their actual issues during the 
1896, upon which he might base 
rculation rating in the American 
spaper Directory for 1897, the an- 

il revision of that work—its twenty- 
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manager, and shows an actual average 
issue d iring 1896 of 6,483 copies. 
When the work of revision of the 
Directory had proceeded sufficiently 
far, a galley proof of the Paterson 
form was mailed h of the pub- 
lishers in that town for the purpose of 
permitting him to point out errors, if 
any were found. The proof described 
the Paterson papers as follows: 
PATERSON.<. bh., Passaic Co. 4 
78,3474 pop., on Erie, Delaware, Lackawanna 
& Western and New York, Susquehanna & 
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year—being now in progress. In 
mse to these applications detailed 
rts were furnished from each of 
wo offices named. Reduced fac- 
s of ghem are shown on this 
The report from the Guardian 
ned by John J. Downey, 
iger, and shows an actual average 
luring 1896 of 6,059 copies. The 
tfrom the Evening News is signed 
E. B, Haines, vice-president and 


business 
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Western Rds., Passaic r. and Morris canal, 
16 m. N. W. of New York City. Some of 
the largest silk manufactories in the United 
States; large iron and locomotive works. 
The falls in the river furnish good water 
power. 
EVENING 
cept Sunday,and WEE 
independent; eight pages +; 
daily $ wee *kly $1; este ublishe d—daily 1890, 
weekly ; B. Haines, editor; The News 
Printing Co., ‘publishe as circulation, daily 
accorded 6,006 in 1895. Weekly “si. Actual 
average a during 1996 . 6,483. 
G DIAN; every evening except 


NEW S35 . ery evening ex- 
LY, Thursdays; 
i subscription 
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Sunday, and WEEKLY, Fridays; demo- 

cratic; daily -- al pages 17x22, weekly four 
2x28; subseription—daily $5, week! 

1; established 1827; leton M. Herrick, edi- 

9 and publisher; circulation, daily rating 
has varied from H in 1892 to J tn 1895. eek 


ly “ru.” Actual average of daily during 
106, 6,05 


Advertisement.—The GuaRDIAN Is the leading 
democratic daily in New Jersey, and has a 
larger circulation than any other paper 
published in its section. Reaches the pur- 
chasing classes and brings results to pa- 
trons. Advertisers wishing to cover North- 
ern New Jersey cannot afford to omit it 
from their lists. 

MORNING CALL; every morning ex- 
cept Sunday; republican; eight es 20x24; 
subscription $5; established 1873; Joseph E. 
Crowell, editor; Call Printing and Publishing 
Co., publishers; circulation, largest ever ac- 
corded was 5,30 in 1894. Actual average dur 


evening except Sunday, 
and WE ». Thursdays; republican; 
daily eight pages 18x24; weekly four pages 
21x28; subscri a! $5, weekly $1.50; 
establisned 1 George urts, editor; Press 
Printing and Publishing Co., publishers; 
circulat ary4! “iki.” weekly “iki.” 
VOLKSFREU D; every evening ex- 
ay; German; four pages 18x24; sub- 
ra established 1870; C. A. Boeger, 
publisher; circulation “11.” 


RENN very 


P 
editor an 


In response to this proof, Mr. 
Haines of the Mews wrote as follows : 


Paterson, N. J., February 27, 1897. 
Editor of the American Newspaper Direct- 
ory: 

Dear Str—The claim of the Guardian to 
6,059 circulation is so ridiculous that every 
newspaper man here to whom I have shown 
it bursts into a loud guffaw. Any news- 
dealer here will tell you that the Guardian 
has not 2,500 circulation, and they know, for 
the paper is not sold except through news- 
dentows and over their counter to newsboys 
and its postage bill is 23 cents per day for mail 
circulation. 1 havewisited every dealer and 
published a list of the sales and can’t make 
out over 2,300. They may print 2,500, but I 
doubtit. The Board of Aldermen oe 
a committee to investigate the circulation of 
the city papers to ascertain how to award 
city printing. The Guardian refused to 
show their books to that committee of which 
Ald. Rawson ischairman. He investigated 
our circulation book, paper bills, etc. You 
can get the facts by writing him. I admire 
an able liar but this sort of lying is monu- 
mental. Write to Mr. Crowell of the Caé/ or 
Mr. Cheswill of the Press and see if this is 
not so. 

I stand by my assertion in the letter; it is 
not private. Yours very truly, 

. HaINes, 
For the News Printing Co., 
Paterson, N. J. 


When the manager of the Guardian 
returned the proof sent him he changed 
it to show his average issue to be 
6,509, instead ‘of 6,059, a change 
which his detailed statement does not 
warrant, but one that would give him 
an issue larger than that of his com- 
petitor, the Mews, by twenty-six 
copies. This act on the part of the 
Guardian may be a significant circum- 
stance. It may be that Mr. Haines 
has some foundation for his assertion. 
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THE AMERICAN NEWSPAPER DI- 
RECTORY’S AMBASSADOR, 


HIS REPORT IN REGARD TO THE PATER- 
SON (N. J.) NEWSPAPERS. 


I called, about one o’clock, Satur- 
day, March 6th, at the offices of bot! 
the Paterson (N. J.) Mews and th: 
Guardian, but found that the managers 
were at lunch. I then went to the of- 
fice of the Ca//. I there saw the man- 
ager of that paper, one of the owners 
and Mr. Crowell, the editor. They 
said Mr. Haines, of the News, was a 
Jew of the most objectionable char- 
acter, who ran a workingman’s paper 
on an independent basis, but wit! 
Democratic leanings, but much _in- 
ferior in character to the Guardian ; 
that Haines inflated his circulation by 
many special methods. They men- 
tioned two—first, every Monday th: 
News published a sermon for a certain 
clergyman, Catholic priest, who takes 
a thousand copies each Monday ; sec- 
ond, when the Paterson Common Coun- 
cil appointed a committee to investigate 
circulation before letting their city 
printing, the Vews had a sudden jump 
in circulation which they (the Ca//) did 
not have, so they believed Mr. Haines 
faked his alleged increase. They said 
they thought the Vews has an average 
of 4,000 or 4,500. The Ca// men were 
very bitter against Haines, of the Vew, 
and quite friendly to the Guardian. 
They were inclined to think the Guaru- 
ian’s figures a trifle too high. 

I then went to the Guardian and 
found Mr. Downey, the business man 
ager, After reading the proof he 
began a bitter attack upon Haines, de- 
nouncing him and his paper and his 
methods. I called his attention to the 
change from ‘‘o059” to ‘‘509.” He 
got out a paper and figured it out, and 
finding the average to be ‘‘o59,” he 
said he ‘‘ didn’t understand it at all.” 
He denied that Ae had sent the ‘‘ 509” 
figures. He affirmed several times 
that the statement showing 6,059 was 
correct in every particular. I told him 
that his statement had been ques- 
tioned, and I had hoped he would in- 
vite me to verify the figures. He re- 
gretted that he could not do so. That 
Mr. Herrick was the only man who 
would do that, and that he was away 
and wouldn't be in until Monday. | 
asked him how he kept the records of 
circulation, and he said they were kept 
on loose slips, and he showed me on 


—in pencil. I asked if they were not 
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t inink and in a book, and he said 

were not. I told him that the 
nge from ‘*o059” to ‘*509”’ created 
unfavorable impression, and I 


ed to get information which would 
ve it, and he regretted that Mr. 
ick’s absence would prevent his 
plying, as he, personally, would be 


| to do. 
might mention here that the Ca// 
| the Vews have fine buildings, with 
es that make an appearance of 
| business. The Guardian is very 
h down at the heel and has less 
w of business. 
went then to the \ews and saw 
Haines. He is a sure enough Jew 
i spiteful talker, but— 
irst, he said in a certain libel suit, 
t a year ago, between himself and 
Herrick, of the Guardian, that 
Herrick stated under oath that the 
tian had ‘‘about 2,500 circula- 
Mr. Haines has promised to 
make an affidavit of this and send it to 
you, and also to look up the files of his 
| er, where a report of this was pub- 
li 
I 
] 


ed at the time, and send that also. 
asked who else was present and 
ard this. He referred me to Z. M. 
Ward, 16 Clark street, his attorney. I 
went there, but Mr. Ward was away. 
No one in the office knew anything of 
it 

I then went back to see Mr. Haines, 
who told me about the committee of 
lermén. I went out and found Mr. 
Rawson, the chairman of the commit- 
tee, and he said that his committee 
went to the Mews and examined the 
books and were. satisfied that Mr. 
Haines’ figures were O. K. They 
nt to the Cad/ with similar results. 
hey wrote to Mr. Herrick of the 
rdian and requested the same 
ilege, but Mr, Herrick had never 
swered the letter. He (Rawson) 
idered this a refusal. He had in- 
tigated the Guardian iv other ways 
newsdealers’ and in other ways, 
his committee were fully convinced 
t the Guardian had no such circu- 
m as claimed (the city printing 
to the ¢wo papers having the 
st circulation). They are, there- 
going to advise the common 

il to tgke the Call and News. 
hen saw Mr. Haines, and telling 
that I was going to investigate 
ardian, if permitted, I asked 
pportunity to examine into Azs 
ment. He said he would let me 
the Guardian would, adding, ‘‘I will 


2I 


give $200 to any charity if they will 
consent.” I asked forconsent wtthout 
conditions, and he took down a book 
and began to call off figures in a hur- 
ried way. I asked him to let me get at 
it in my own way, by simply turning 
me over to his cashier, and directing 
him to let me see whatever I asked for. 
This he consented to, and yet with a 
string to it. He wanted to pay me 
$200 if I would arrange to get the 
Guardian to consent to o/h papers 
being examined. Then he would 
consent of course. He wanted to 
know just what I wantedto do. I told 
him I would select eight or ten days 
at random, from his statement, and 
follow out the record of those days 
to the extreme and that wasall. He 
partly consented, but was much more 
interested in abusing the Guardian 
than in talking about his own exami- 
nation. I finally got somewhat tired 
of this line of talk and went back to 
the Guardian. When I had told Mr. 
Haines that Mr. Herrick was away, 
he said that that was a lie and that 
Herrick, as editor, was probably in 
the Guardian building then, so I asked 
Mr. Downey, very pointedly, about 
Mr. Herrick, and he finally admitted 
that he was upstairs. I then requested 
him to present my request, but he said 
he would not interrupt him. I told 
him that I would go to him on my 
own responsibility, but he said the 
only access to the editorial rooms was 
through the office, and that he couldn't 
allow Mr. Herrick to be disturbed. I 
repeated this request and made it 
urgent, reminding him that the appear- 
ances would be unfavorable for him to 
refuse, but he made his objections 
positive and without condition. 

My conclusions are that the Guard- 
ian’s statement should be divided by 
one-half (this would make it about 
3,000), and that the News also could 
be scaled down to say 4,500 or 5,000 
without distorting the truth. 


—_ 

MEN make rules and methods ; rules 
and methods do not make men. No 
one ever made much of a success in 
advertising who closely followed rules. 
Individuality towers above rules, hu- 
man nature above logic, and force of 
character above mere information. 
The forceful and successful advertis- 
ers are those who do think for them- 
selves and whose methods bear the im- 
press of their own individuality and 
judgment. 
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IN MAPLETON, IOWA. 


MAPLETON, Towa, Se 10, 1897. 
Messrs. Geo. ?. Rowell & , Pubs. A mer- 
ican Newspaper Rivers, New York, 
wD. F2 


Dear Sirs—In reply to your request for a 
rating of the Maple eton Advocate, for the 
year 1896, would say, that the Mapleton Ad- 
vocate is now published weekly ; people’s 
party ; eight pages 15x22; all home print ; 
subscription | ay. ; established 1883; J. E. 
erome, editor and publisher, and the bona 
de circulation for the year 1896, every issue, 
has not been less than 1,680. The largest 
circulation in six years was 2,000 in the year 
1891. Very a | yours, 
E. Jerome, Ed. Advocate. 


On the strength of the above state- 
ment the editor of the American 
Newspaper Directory, now undergoing 
revision for its twenty-ninth annual 
issue, accorded the Advocate a circula- 
tion rating as shown below: 


MAPLETON, Monona Co. 1 782t pop. 
—local estimate 1,600—at junction of Chicago 
& Northwestern and Chicago, Milwaukee & 
St. Paul Rds., 45 m. 8. E. of Sioux City. Ag- 
riculture and stock raising. 

ADVOCATE Tuesdays; ople’s party; 
eight a a x ~ tlon'si; : ne \ 
lished 1 J. E. Jerome, editor and pub- 
lisher; soutien. largest ever accorded 

was 2, n 1891. Publisher says that no edi- 

tien r ie was lees than 1, 

ESS; Frida it republican: eight 

er subscription established 

pate H. V. Chapin, editor an ik cir 
culation “ 

When “the work of revision of the 
Directory had proceeded sufficiently 
far, a galley proof of the Mapleton 
form was mailed to each of the pub- 
lishers in that town for the purpose of 
permitting him to point out errors, if 
any were found. 

By return mail the editor of the Di- 
rectory received the following letter 
and affidavit : 

“Tue Peopie’s Press,” 
H. V. Chapin, Publisher. 
MAPLETON, —— March 2, 1897. 

Geo. P. Rowell & Co., New York: 

The above extract gives the Advocate a 
circulation of 1,680, and thus the circulation 
liar “hoodoos”” the Directory people. The Ad- 
vocate is now printing 70 lbs. of a six-column 

uarto, which is equal to about one-half the 

gures he has given you, and the paper never 
had a larger circulation. With fairness to all 
concerned you should get his affidavit to his 
statement, or place his figures where they 
belong. I herewith make affidavit to the 
above facts, and trust it will have more weight 

with you than the mere statements of a 
“ circulation liar.’”” Yours, H. V. CuHapin. 
Subscribed and sworn to before me this 

and day of March, 1897. R. J. Sweet, 

; Notary Public in and for Monona County, 
owa. 


It has been the practice of the pub- 
lishers of the American Newspaper Di- 
rectory to guarantee the accuracy of 
all circulation ratings based on a pub- 
lisher’s statement by the payment of a 


reward of $100 for each case wher 
such a statement is shown to have be: 
false. Since the practice of payi 
this reward was inaugurated, the | 
rectory has become vastly unpopul! 
with newspaper men, and particular 
with the members of the Ameri 
Newspaper Publishers’ Associati 
since one of its prominent members \ 
proved guilty of the offense, This 
one of the subjects about which 
— of the American Newspay 

irectory wished to consult with 1 
members of the A. N. P. A. at 
time of their February convention 
New York, but a majority of the m« 
bers are opposed to allowing advert 
ers to know what their editions are. 

Peseincciari: + samascnetaty 
STORE PLACARDS. 

—Our goods drum themselves. 

—Buying well enables us to under 
sell. 

—We buy bargains and give | 
gains. 

—lIf there is a better way than ou 
tell us. 

—Polite attention is our rule a 
privilege. 

—Our highest aim—to have 
leave satisfied. 

—Questions never tire us. We |! 
nothing to conceal. 

—lIs anything wrong here? W« 
make it right at once. 

—To please is better than to pr 
because it does profit. 

—The return of the customers is 
conspicuous compliment. 

—We will pay for a new idea t 
will help us to help you. 

—To sell poor goods is to ‘‘s« 
the purchaser. We refuse to do it 

—We have plenty of time to 
upon you. Take all you want of it 


--- o 
ILLUSTRATED EXPRESSION. 





“TRANSFERRED BIDS.” 
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ASSIFICATION OF MAIL MAT- 
TER. 


the U. S. Official Postal Guide 
for February. 

ification of Domestic Mail Mat- 
Domestic mail matter—that is, 
| matter sent in the mails from one 
t-office to another within the United 
s—is divided into four classes as 

1.—First-CLAss MATTER. 
) Written matter, namely, letters, 
tal cards and all matter wholly or 
y in writing, whether sealed or un- 
1 (¢ xcept manuscript copy accom- 
ying proof-sheets or corrected proof- 
ts of the same). All matter sealed 
therwise closed against inspection 
the first class. (P. L. and 

and 328.) 

) The Following Named Articles 
tmong Those Subject to the First- 
Rate of Postage :—Autograph al- 
s containing writing ; bank books, 
written entries ; bank checks filled 
n writing, whether canceled or not ; 
tten visiting cards ; ‘‘old letters,’’ 
ether sent singly or in bulk ; steno- 
phic or shorthand notes ; diplomas, 
rriage, insurance or other certifi- 
s filled out in writing ; manuscript 
when not accompanied with 
nted proof-sheets ; hand or type- 
tten matter and manifold copies of 
same, logether with imitations or re- 
tuctions thereof not easily recognized 
uch ; drawings and plans containing 
tten words, letters or figures, indi- 
ng size, price, dimensions, etc. ; en- 
pes bearing written addresses ; re- 
tiled postal cards wholly or partly in 
ting ; printed assessment notices 
h amount due written or stamped 
printed price lists, containing hand 
imped or written figures ; printed re- 
ts with hand-stamped o» written 
1ature ; printed blank forms filled 
in writing ; printed cards bearing 
vritten or marked date, where the 
te is not the date of the card, but 
s information as to when the send- 
will call, or will deliver something 
tioned in the printed part of the 
r is the date upon which some- 
is acknowledged to have been 
ived ; #idented or perforated sheets 
iper, containing characters which 
read by the blind, when they 
iin actual personal correspondence. 

2. SECOND-CLASS MATTER. 
Periodical publications, namely, 
newspapers and other periodical 


so of 
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publications which are issued at stated 
intervals and as frequently as four 
times a year, which bear a date of 
issue, and are numbered consecutively, 
are issued from a known office of pub- 
lication, are formed of printed paper 
sheets, without board, cloth, leather 
or other substantial binding. To be 
entitled to entry in this class, such 
publications must be originated and 
published for the dissemination of in- 
formation of a public character, or de- 
voted to literature, the sciences, art, or 
some special industry, and must have 
a legitimate list of subscribers, and 
must not be designed primarily for ad- 
vertising purposes, or for free circula- 
tion or circulation at nominal rates. 
(P. L. and R., $$ 268, 276, 277.) 

(4) Periodical publications issued 
from a known place of publication at 
stated intervals and as frequently as 
four times a year by or under the aus- 
pices of a benevolent or fraternal so- 
ciety or order organized under the 
lodge system, and having a bona fide 
membership of not less than one thou- 
sand persons, or by a regularly incor- 
porated institution of learning, or by or 
under the auspices of a trades union, 
and all publications of strictly profes- 
sional, literary, historical or scientific 
societies; including the bulletins is- 
sued by State Boards of Health, 
shall be admitted to the mails as sec- 
ond-class matter, and the postage 
thereon shall be the same as on other 
second-class matter and no more. /7o- 
vided further, that such matter shall be 
originated and published to further the 
objects and purposes of such society, 
order, trades union or institution of 
learning, and shall be formed of print- 
ed paper sheets without board, cioth, 
leather or other substantial binding 
such as distinguish printed books for 
preservation, from periodical publica- 
tions. (Act approved July 16th, 1894.) 

(c) 7ransient Second-Class Matter.— 
Newspapers and periodicals of the sec- 
ond class, when sent by others than 
the publishers or news-agents. 

(2) Definition of Newspaper and 
Periodical.—A ‘‘newspaper” is de- 
fined to be a publication issued at 
stated intervals of not longer than one 
week for the dissemination of current 
news, whether it be of general or 
special character, and having the 
characteristics of second-class matter 
prescribed by statute. A ‘‘ periodical” 
is a publication not embraced within 
the above: definition of a newspaper, 
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issued at stated intervals as frequently 
as four times a year, and having the 
characteristics of second-class matter 
prescribed by statute. (Section 303, 
P. L. and R.) 

(e) A Known Office of Publication.— 
‘*A known office of publication is a 
public office for the transaction of the 
business of the newspaper or periodi- 
cal, where orders may be received for 
subscriptions and advertising during 
the usual business hours, and this 
office must be shown by the publica- 
tion itself.” (Section 279, P. L. and R.) 

Newspapers and periodicals may 
have more than one office of publica- 
tion, but can be entered and mailed as 
second-class matter at but one. This 
office must be designated by the pub- 
lisher, and should be placed first in all 
printed notices relative to the places of 
publication. 

No certificate of entry will be issued 
unless there is a compliance with this 
provision. 

3.—THIRD-CLASS MATTER. 

(a) Books, circulars, pamphlets and 
other matter wholly in print (not in- 
cluded in second-class matter), proof- 
sheets, corrected proof-sheets, and 


manuscript copy accompanying the 


same. (P. L. and R., § 311.) 

(6) ‘* Printed Matter”’ is defined by 
statute to be ‘‘the reproduction upon 

per, by any process except that of 
andwriting, of apy words, letters, 
characters, figures, or images, or of 
any combination thereof, not having 
the character of an actual and per- 
sonal correspondence, frovided it is 
easy of recognition as such.’’ (P.Land 
R., § 315.) 

(c) A “Circular” is defined by 
statute to be ‘‘a printed letter, which, 
according to internal evidence, is being 
sent in identical terms to several per- 
sons,” and does not lose -its character 
as such by writing therein the date, 
name of the addressee or of the sender, 
or the correction of mere typographical 
errors. (P. L. and R., § 312.) 

(@) The Following-named Articles, 
when Printed upon Paper and Contain- 
ing no Writing, are Third-Class Mat- 
ter:—Almanacs ; -printed legal blanks 
and forms of insurance applications; 
blue prints; printed books; canvassing 
and prospectus books with printed 
sample chapters; blank check books 
and receipt books; printed cards, cir- 
culars, catalogues, and assessment 
notices wholly in print; Christmas and 
Easter cards; school copybooks with 
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printed lines and instructions for us: 


matter reproduced by the cyclosty] 


hectograph, mimeograph, electric pen, 


or other similar process easy of recog 
cuts: 


nition; engravings and wood 
printed labels; lithographs; print: 


maps (on paper); music books, and 


sheets of music; printed blank not: 
photographs; printed plans and arc! 
tectural designs; postage stamps, ca 
celed or uncanceled; postal car 


bearing printed advertisements, maile« 


singly or in bulk; price lists wholly 
print; printed proof-sheets, with 

without manuscript; printed ta 
printed calendars; U. S. Treas: 
notes; printed valentines; press cli 


pings, with name and date of paper 


stamped or written in; indented 
perforated sheets of paper, containi: 
characters which can be read by 
blind, when not in the nature of px 
sonal correspondence. 
(e) Seeds, Bulbs, 


00ts, Scions 


Plants are, by the Act of July 24, 1888 


also mailable at the third-class rate 
postage. Under this head are inclu 
samples of wheat or other grain 77 


natural condition; seedling potatoes, 


peas, chestnuts and acort 
HOWEVER, samples of fi 


beans, 
Not, 


rolled oats, pearled barley, or other 


cereals which can only be used 
articles of food; or cut flowers, dri 
plants and botanical specimens; 
foreign nuts and seeds (such as t! 
coffee bean) used exclusively as artic\: 
of food, all of which are subject 1 
postage at the fourth-class rate. 
4.—FourTH-CLAsS MATTER. 


(a) All Matl-Matter not embraced 


in the first, second or third. class w! 
is not in its form or nature liable to d 
stroy, deface or otherwise damage 
contents of the mail bag, or harn 
person of any one engaged in 
postal service, and not above 
weight provided by law. (See 
following paragraph.) 

(4) Under the Head of Fourth-( 
Matter are Included the Foll 
Articles:—Artificial flowers; pl 
graph albums; blank autograph 
bums; blank books. with pri! 


headings; bill-heads and letter-heads 


blank-books; blotters, printed or 

printed; coin; blank cards; prin 
playing cards; Christmas and Eas! 
cards, printed on other material t! 
paper; samples of cloth; cut flow: 
dried plants; botanical and geologi: 


specimens; blank diaries; combinatio! 


calendar and memorandum pads 
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; envelopes, printed or unprinted ; 
les of flour, or other manufactured 
n for food purposes; blank address 
or labels; dissected maps and pict- 
; proprietary medicines in original 
kages; metals; minerals; paper bags 
wrapping paper, printed or un- 


KS 


ited; crayon pictures, oil or water- 
r paintings, pen or pencil plans or 
wings, if they contain no written 
ls, letters, or figures giving size, 
\ension, distance, price, etc. ; blank 
tal cards in bulk packages; printed 
ss charts, and printed patterns; 
tionery; samples of merchandise; 
«len rulers, containing printed ad- 
rtisements; wall paper; queen bees, 
en properly packed; dried fruit; 
med engravings, drawings, or paint- 
s; maps printed upon cloth; calen- 
rs, or other matter printed upon 
uloid; paper napkins; photographs 
touched with India ink or water 
tin types; daguerreotypes; 
trotype plates; and, in general, 
articles not included in the other 
e classes of mail matter. 


ors; 


LIMIT OF WEIGHT. 

No package of third or fourth-class 

utter weighing more than four 

unds shall be received for convey- 

e by mail, except single books 

eighing in excess of that amount. 

There is no limit to the weight of 

y prepaid first-class matter; second- 

iss matter mailed either at the pound 

four-ounce rate; books and docu- 
ents published or circulated by order 
of Congress, or printed or written offi- 
al matter emanating from any of the 
Departments of the Government, or 
from the Smithsonian Institute. (Order 

Postmaster-General, No. 444, July 

1896, page 888 of the January, 
1897, GUIDE.) 

Che limit of weight of packages con- 
taining liquids is four ounces, ‘liquid 
measure, 

RATES OF POSTAGE. 

On First-Class Matter.—The rate of 

postage on matter of the first class is 
s follows: 

1. On letters and other matter, 

lly or partly in writing, except 

t specially authorized to pass at the 

l-class rage, and on sealed matter 
matter otherwise closed against in- 
tion, two cents an ounce or fraction 
reof, 

2. On postal cards one cent each, 

price for which they are sold, 

3. On ‘drop letters” two cents an 
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ounce or fraction thereof when mailed 
at letter-carrier post-oifices, and one 
cent for each ounce or traction thereof 
at offices where free delivery by carrier 
is not established. Ppl 

On Second-Class Matter.—The rate 
of postage on second-class matter when 
sent by the publisher thereof, and from 
the office of publication, including 
sample copies, or when sent from a 
news-agency to actual subscribers 
thereto, or to other news-agents, is one 
cent a pound or fraction thereof (P, L. 
and R., § 299), except as provided by 
Sections 304 and 374, P. L. and R. 

1. The rate of postage on news- 
papers and periodical publications of 
the second class, when sent by other 
than the publisher or news-agent, to 
any place in the United States, is one 
cent for each four ounces or fractional 
part thereof, without regard to place of 
mailing or destination. (P. L. and 
R., § 302.) 

2. The rate of postage on news- 
papers (excepting weeklies) and on 


periodicals not exceeding two ounces 
in weight, when deposited in a letter- 
carrier office by publishers or news- 
agents for delivery by its carriers, is 
uniform at one cent each; on periodi- 


cals weighing more than two ounces, 
two cents each. 

3. Newspapers and periodicals when 
deposited by the publisher or news- 
agent in a letter-carrier office for 
general or box delivery, are subject to 
postage at the rate of one cent a pound; 
when deposited by other than publish- 
ers or news-agents for general or box 
delivery, the rate is one cent for four 
ounces or fractional part thereof. 

4. Weekly newspapers when de- 
posited by the publisher or news-agent 
in a letter-carrier office, for delivery 
by carriers, or otherwise, are subject 
only to the rate of one cent a pound or 
fraction thereof. 

5. As to the right of newspapers, 
etc., to pass free in the county, see 
Ruling 255, page 944, January, 1897, 
GUIDE. 

6. All second-class publications, 
when sent by the publisher or a news- 
agent 4y mai, to a letter-carrier office 
located either in the county of publi- 
cation or elsewhere, are subject to 
postage at the rate of one cent a pound, 
which entitles them to delivery by the 
carriers. 

On Third-Class Matter.—The rate 
of postage on third-class matter is one 
cent for each two ounces or fractional 
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art thereof sent to a single address. 
tp. L. and R., § 311.) 

On Fourth-Class Matter.—The rate 
of postage on fourth-class matter is one 
cent an ounce or fraction thereof sent 
to a single address. (P. L. and R., 
§ 325.) 

PREPAYMENT OF POSTAGE. 

When and How Postage Should be 
Paid,—The rule of the statutes is full 
prepayment of postage on matter not 
free in all cases. 

As an exception to the rule of pre- 
payment, letters of soldiers, sailors 
and marines in the service of the 
United States may be transmitted 
unpaid, when marked ‘Soldier’s let- 
ter,” ‘‘Sailor’s letter,” or ‘‘ Marine’s 
letter,” as the case may be, and signed 
thereunder with his name and official 
designation by a field or staff officer, 
post or department commander, to 
whose command the soldier belongs, 
or by a surgeon or chaplain at a hos- 
pital where he may “be; and in the 
navy and marine service, by the officer 
in command of the vessel, or surgeon 
on board, or officer commanding a 
naval hospital or detachment on shore ; 
and the postage at single rates only 
will be collected on delivery. (P. L. 
and R., §§ 269, 272.) 

On First-Class Matter.—The post- 
age is to be prepaid by stamps affixed. 
But first-class matter will be dispatched 
if one full rate—tWo cents—in stamps 
be affixed, and the residue of the post- 
age will be collected of the addressee 
before delivery. 

On Second-Class Matter. — When 
sent by publishers or news-agents at 
the pound rate, the postage is prepaid 
in money, and newspaper and periodi- 
cal stamps are affixed to the stub of 
each receipt given; ordinary stamps 
cannot be used for this purpose. 

When second-class matter is depos- 
ited in a letter-carrier office by pub- 
lishers or news-agents for delivery by 
its carriers, the postage, at the rate 
specified in the two following para- 
graphs, must be prepaid by stamps af- 
fixed. (P. L. and R., § 304.) 

Newspapers, other than weeklies, 
without regard to weight, and period- 
icals not exceeding two ounces in 
weight, mailed by publishers or news- 
agents for local delivery by carriers, 
are subject to one cent postage each, 
to be prepaid with ordinary stamps 
affixed. 

Periodicals exceeding two ounces in 
weight mailed by publishers or news- 


agents for local delivery by carrie: 
two cents each, to be prepaid with 
dinary stamps affixed. 

On second-class matter, sent by ot! 
than publishers or news-agents, 
postage must be fully prepaid by p 
age stamps affixed. (P. L. and R 
302.) 

On Third-Class Matter.—The p 
age must be fully prepaid by sta: 
affixed. (P. L. and R., § 311.) 

On Fourth-Class Matter.—The px 
age must be fully prepaid by stan 
affixed. (P. L. and R., § 325.) 

PosTAGE DUE, 

Postage Due; When to be Collect 
—When mail matter of the first c] 
is prepaid one full rate—two cents- 
shall be forwarded to its destinat 
charged with such amount of post 
as may be due, to be collected on 
livery. (P. L. and R., § 513.) 

No article of mail matter, ex 
free matter, on which prepayment 
full has not been made, shall be de! 
ered until the deficient postage | 
been paid. 

Double Postage; When to be | 
lected.—If any mail matter on wh 
by law the postage is required to 
prepaid at the mailing office, shall, 
inadvertence, reach its destinat 
without anxy prepayment, double | 
prepaid rates shall be charged ; but 
part payment is made, only the act 
deficiency in postage shall be coll: 
ed on delivery. (P. L.andR., § 260 

For postage due and to be collect 
on short-paid or unpaid matter in 
vertently dispatched, postage-~ 
stamps are to be used, which the p: 
master at the office of destination 
required to affix and cancel before 
livery of the matter. 

Postmasters cannot lawfully acc 
postage stamps in payment of post 
remaining due on letters. The an: 
due must invariably be paid in cash 


COLLECTION OF POSTAGE REMAIN! 
DvuE UPON INSUFFICIENTLY P 
PAID MATTER ADDRESSED TO Co 
TRIES OF THE PosTaL UNION, |! 
TURNED UNDELIVERED TO WRIT! 
The Universal Postal Conventi 

conctuded at Vienna, July 4, 1891, a! 

now in operation, provides that ‘‘t 

paid letters and postal cards, and 
sufficiently prepaid articles of eve! 
kind, when returned to country 
origin, owing to their being refor 
warded, or because they have becom 
undeliverable, are liable, at the ex- 
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nse of the addressees or senders, to 

same rates as similar articles ad- 

essed directly from the country of 
st destination to the country of or- 

a 

In compliance with this provision of 

Convention, the unpaid postage on 
matter posted in the United States, 
nd addressed to countries of the Pos- 
.1 Union (except Canada and Mexico), 

ll be collected whenever the same is 

turned tothe United States, either as 

forwarded matter or as undelivera- 

e, in each case the amount to be col- 
cted being double the amount of 

stage wanting to fully prepay the 

ticles when mailed. 

When undelivered letters of this 

iss are returned to the senders from 

e Dead Letter Office, those which 

ir the card of the sender will be re- 
irned in an official envelope to the 
ostmaster at the office of delivery, 
ind the amount to be collected will be 
yuund marked upon the original en- 
elope. 

Letters which do not bear the card 
f the sender and are opened in the 
Dead Letter Office will be returned in 

penalty envelope direct to the sender 

th the amount of postage to be col- 

ted marked upon the official envel- 
pe. 
Postmasters will collect the proper 
imount of postage by means of post- 
ige-due stamps, as now provided by 
he postal regulations—that is, at free 
elivery offices the stamps will be af- 
fixed immediately upon the receipt of 

e matter, and at all other post-offices 
he postage-due stamp will be affixed 
and canceled when the letters are de- 
vered to the owners.g (§ 515, P. L. 
and R.) 

Postmasters should, as far as they 
nay be able, give publicity to this re- 
juirement of the Convention}in order 
hat patrons of the mail may be in- 
formed of the advisability of fully pre- 
paying matter addressed to Postal 
Union countries. 

RETURN OF UNCLAIMED MATTER. 

Request Matter.—When the writer 
f any letter on which the postage is 
repaid shall indorse upon the outside 

ereof his name and address, such 

tter bd act be advertised, but after 
maining uncalled for at the office to 
hich it is directed thirty days, or the 
ne the writer may direct, shall be 
eturned to him without additional 
harge for postage, and if not then 
lelivered shall be treated as a dead 
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(R. S., § 3939; P. L. and R., 
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letter. 


Time for Return of Request 
Matter.—The sender has the right by 
a subsequent written direction to the 
postmaster at the office of destination 
to lengthen or shorten the time origin- 
ally named on the envelope, after 
which the letter, if not delivered, shall 
be returned to him, but it must remain 
for delivery at least three days from 
date of receipt ; and postmasters must 
obey such written authority, and re- 
turn as directed, without additional 
charge for postage. When the ad- 
dressee has given general direction to 
hold his letters until called for, and 
they are not called for within the time 
limited in the return request, they 
should be returned to the sender in 
accordance with the request. (P. L. 
and R., § 550.) 

Card and Official Matter.—When- 
ever any unclaimed matter of the first 
class bears the name and address of 
the sender, as post-office box, number 
and street, etc., without a request that 
the same be returned if not delivered, 
such matter is called ‘‘ card matter,”’ 
and must not be advertised, but must 
be returned to sender at the expiration 
of thirty days from the date of its ar- 
rival at the post-office of destination. 
All such matter originating in Canada 
or Mexico will be treated as herein di- 
rected. 

All official matter sent under penalty 
envelopes or labels, or the frank of 
Senators or Members of Congress, will 
be treated as card matter, and if un- 
claimed, returned to the office of mail- 
ing, if known. If the post-office of or- 
igin cannot be ascertained, it should 
be returned to the post-office at Wash- 
ington, D. C. 

A request upon a drop letter for its 
return to the writer at some other 
post-office, if unclaimed, cannot be 
respected unless it has been prepaid 
with one full rate (two cents) of post- 
age. 

Postmasters must examine the re- 
turn request upon mail matter not 
promptly delivered, so as to comply 
with the request within the time speci- 
fied, indorsed with the reason for its 
non-delivery. Frequent complaints 
have been made of such failures by 
postmasters, and the answer that the 
time was overlooked, is not satisfac- 
tory to the Department. 

A letter which has been opened in- 
advertently, or upon a wrong delivery, 
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may be returned to the writer without 
additional charge, when it contains a 
card or return request. The postmas- 
ter must not open letters to ascertain 
the writer. 

Unclaimed card and request letters, 
prepaid one full rate, but not wholly 
prepaid, are to be returned to mailing 
office for delivery to the writer, who 
will be required to pay the amount 
originally due. If payment be refused, 
the matter will be indorsed ‘ Re- 
FUSED,”’ and treated as such. (P. L. 
and R., §§ 551 and 559.) 

All request; card or official matter 
of any class returned to sender, or un- 
delivered matter sent to the Dead Let- 
ter Office, must bear on its face the 
reason for such return—such as ‘‘RE- 
FUSED,’’ ‘‘REMOVED,” ‘‘ PRESENT 
ADDREss UNKNOWN,” ‘‘ DECEASED,”’ 
**UNCLAIMED,”’ ‘‘CANNOT BE FOUND,” 
etc., etc., and must also, in every in 
stance, bear the post-mark of the office 
from which it is returned. No article 
of undeliverable matter must be de- 
tained at the office to which it is ad- 
dressed for a longer time than that 
named in the return request. 

Attention has been called to the fact 
that postmasters in many cases have 
been in the habit of marking letters as 
‘‘unclaimed,’’ when the addressees have 
declined to accept them. The De- 
partment insists upon postmasters in- 
dorsing in a propefmanner upon the 
envelopes the reason for the non-de 
livery of letters. Letters which have 
been refused by the addressees must 
be indorsed ‘‘refused,’’ instead of 
“unclaimed.” 

Unclaimed letters bearing the card 
of a hotel, a school, college or other 
pong institution, which has evidently 
yeen printed upon the envelopes to 
serve as a mere advertisement, should 
not be returned to the place designated 
in the card, unless there is also a request 
therefor. When letters bearing such 
special request are returned to the 
office of mailing, the postmaster should 
presen: them to the hotel, school, col- 
lege, etc., and if the writer or his ad- 
dress is unknown, they should be 
forwarded to the Dead Letter Office 
with the next return of dead letters. 

Single, unclaimed postal cards, 
wholly or partly in writing, will be 
sent to the Dead Letter Office, with 
the regular returns of unclaimed mat- 
t 


er, 
Doutle, or Reply Postal Cards, when 


unclaimed, wil] be returned to the 
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sender when the address of the 
sender can be ascertained, otherwise 
they will be sent to the Dead Lette: 
Office. Care must be taken in in 
dorsing and returning double cards, 
not to deface or destroy the unused 
portion. 

Return of Other than First-Class and 
Request’ Matter.—All matter, other 
than first-class, may be returned, but 
is subject to an additional charge for 
postage for returning the same. When 
the sender of matter which would b: 
subject to return postage shall, by in- 
dorsement upon the wrapper or other- 
wise, request its return, postmaster 
will comply with such request withi 
the time fixed by the sender—if no 
time is fixed, then at the end of thirty 
days—first charging such matter, how- 
ever, with the necessary return postage, 
and indorse the same ‘‘ RETURN POST- 
AGE DUE CENTS”’; and the postmas- 
ter at the office to which such matter 
is returned must affix thereto postage 
due stamps sufficient to cover the re 
turn postage, and collect the 
from the sender before delivering such 
returned matter. If the sender should 
refuse to pay return postage, the mat- 
ter must be disposed of as ‘RE 
FUSED.”’ If the matter be unclaimed, 
it will be treated as other unclaimed 
matter. If postage stamps or money 
sufficient to pay the return postage be 
furnished by the sender, the post- 
master at the returning office mus 
affix to the matter returned the neces- 
sary stamps and cancel them, the sam« 
as if the matter had been original]; 
mailed at his office. 

Section 553, Postal Laws and Reg- 
ulations, amended so as to reguire the 
return of undelivered matter of obviou 
value, of any class, which has the a 
dress of the sender upon the envelo, 
or wrapper. It must be rated wi 
postage-due, as provided in the s 
tion. This ruling is not intended 
change any of the regulations of tl 
Department, except to amend Sectiou 
553 so as lo require the return of wi 
delivered valuable packages to tl 
post-office of mailing at the expiratio 
of thirty days, rated up with postag: 
due for its return, if the address of 
the sender is placed upon the outsid 
wrapper or cover thereof, without a 
specific request for its return. Other 
undeliverable matter (except that of 
the first class), of no obvious value, 
will not be returned to the sender un- 
less a request therefor be written or 


Same 
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printed upon the envelope or wrapper, 
as contemplated by the section referred 


{ ), 

Refused second-class matter re- 
turned at the request of the publisher 
must be rated at the transient or four- 
ounce rate, and promptly returned in 

cordance with the request, but not 
before the expiration of the time 
named. 

In returning undelivered matter to 
the sender care should be taken to 
cross off or cancel the original address, 
to INDORSE REASON FOR RETURN 
THE ENVELOPE, 


and 
ON 
GENERAL INSTRUCTIONS CONCERNING 

THE TREATMENT AND DISPOSITION 

OF UNCLAIMED MATTER. 

Advertising.—When to advertise. 
\t post-offices of the fourth class, mat- 
ter should be advertised monthly, at 
all other post-offices weeh/y, and when 
practicable upon the first day of the 
month or week, but no matter should 
be advertised that has not remained 
on delivery for at least one week. 

Form of Advertisement.—{a) Matter 
should be advertised by placing in 
a conspicuous place in the post-office 
one or more printed or manuscript 
lists of the names of persons to whom 
such matter is addressed (4) The 
names should be arranged alphabetical 
ly, and the names of ladies and gentle- 
men in separate lists. (c) The third 
and fourth-class matter should be ad- 
vertised in lists with appropriate 
headings separate from the letters. 
(¢) No expense to the Department 
must be incurred in advertising matter 
with printed lists, except by special 
authority from the First Assistant 
Postmaster-General. 

What to be Advertised.—All un- 
claimed matter of the first class, in- 
cluding letters and other watter re- 
turned from the Dead Letter Office 
direct to the sender, and valuable 
matter of the third and fourth class, 
should be included in the advertise- 
ment, except registered matter, re- 
fused matter, fictitious matter, card 
ind request matter, matter addressed 
to persons who call regularly at the 
post-office or which the postmaster has 
special rggson to believe will be called 
for, matter indorsed ‘‘To be held un- 
til called for,’’ ‘‘ Poste restante,” or 
similar directions, and matter which 
the addressee has requested to be 
retained. Such matter held on request 
should be marked, ‘‘ Specially held foz 


delivery,” and may be retained for a 
period not to exceed ninety days, 
except by special permission from the 
Department. Matter which the post- 
master has reason to believe will be 
promptly called for, or otherwise 
delivered, the advertisement as to such 
may be delayed one week. (Section 
546, P. L and R.) 

Postmasters are required to collect 
one cent postage-due upon all letters 
advertised, whether by posting. or 
otherwise, which are subsequently de- 
livered. Postage-due stamps are not 
to be placed on advertised matter 
until its delivery. 

DISPOSITION OF UNCLAIMED MATTER. 

When to Send Unclaimed Matte) 
to Dead Letter Office.—From post- 
offices of the fourth class, returns of 
unclaimed matter must be made 
monthly, and one month after adver- 
tisement; from all other offices returns 
must be made week/y, and two weeks 
after advertisement. 

How to Make Returns of Unclaimed 
Matter.—(a) Every piece of mail mat- 
ter sent to the Dead Letter Office 
should be marked upon the address 
side with the date of advertising and 
the reason for its non-delivery, such 
as ‘‘unclaimed,” ‘‘removed,” ‘‘re- 
fused,”’ etc., and upon the sealed side 
with the date and name of the post 
office from which it was to the 
Dead Letter Office (care must be taken 
in indorsing and stamping matter not 
to deface the original address or post- 
mark). (4) Each class of matter 
should be arranged separately and 
duly entered on the Dead Letter Bill 
(Form 1523), under its proper heading. 
(c) The bill and a copy of the adver- 
tised list must be sent in every return. 
(d@) The advertised list should give the 
name of office, State and postmaster, 
and the date of advertising, and all 
matter delivered or otherwise disposed 
of since advertising should be indicated 
by a mark drawn through the name on 
the list. (¢) A manuscript list of each 
piece of third-class matter of obvious 
value, and all fourth class matter 
should be sent with such matter (for 
convenience this list may be made on 
an unmailable blank, Form $. 
changing the word ‘‘unmailable’’ to 
‘unclaimed ”). (7) The whole return 
should be wrapped and tied in one 
parcel and plainly addressed, ‘‘ Dead 
Letter Office, Washington, D. C.” 
It should also be indorsed ‘* Return of 
unclaimed matter from ” (here add the 


sent 


1522! 
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name of post-office). A penalty en- 
velope may be used for the address 
label, but it should be securely fast- 
ened to the parcel. Where the return 
is small it may be inclosed in the en- 
velope. (g) Where refused matter is 
included in the return it should be ac- 
companied with a separate list of the 
matter sent. Refused matter should 
not be held in a post-office beyond the 
time for making the next regular return 
of unclaimed matter. As w the dis- 
position of valuable matter found loose 
in the matls or in post-offices, see Sec- 
tion 567, as amended, page 880 of the 
January, 1897, GUIDE. 

Much extra labor and delay in the 
treatment of unclaimed and unmaila- 
ble matter sent to the Dead Letter Of- 
fice for final disposition, is caused by 
the failure of postmasters to comply 
with the regulations governing the 
treatment of mail matter in post-offices. 
It is expected that postmasters will 
familiarize themselves with all parts of 
Chapter XVIII. of the Postal Regula- 
tions, so as to secure proper treatment 
of mail matter in their offices, and 
when it becomes necessary to send any 
undelivered (unclaimed) or unmailable 
matter to the Dead Letter Office, they 
are hereby instructed that they must 
strictly comply with Sections 564 and 
566, which direct how such matter 
shall be made up and transmitted to 
the Dead Letter Office. The Special 
instructions found on the back of the 
dead-letter bill, Form 1523, and on the 
unmailable bill, Form 1522%, must 
also be carefully observed. Duplicate 
copies of all bills and lists of matter 
sent to the Dead Letter Office should 
be retained by the postmaster for fut- 
ure reference, in case inquiry is made 
for the matter. If postmasters are not 
supplied with proper blanks, they will 
be furnished with them upon applica- 
tion to the Superintendent of Division 
of Post-Office Supplies, Post-Office De- 
partment, Washington, D. C. 

Domestic printed matter obviously 
without value, including printed postal 
cards, must not be sent to the Dead 
Letter Office when unclaimed, except 
that upon which postage is due, but 
must be disposed of as waste paper, 
and the proceeds taken up and ac- 
counted for as other postal revenue. 
(Section 555, P. L. and R.) 

Printed Matter of “ Obvious Value” 
Defined.—Printed matter of obvious 
value is defined to be such as maga- 
zines, pictorials, music, pictures, pho- 


tographs, books, or pamphlets, like! 
to be of use or value to the addressex 

WITHDRAWAL OF MAIL MATTER. 

Before Dispatch.—After mailab 
matter has been deposited in the posi 
office it cannot be withdrawn exce; 
by the writer thereof or sender, or 
case of a minor child, the parent 
guardian duly authorized to contr 
the correspondence of the writer. T! 
utmost care must be taken to ascerta 
that the person desiring to withdra 
the matter is the person entitled to « 
so. If necessary, the postmaster shou 
require the applicant to exhibit a wri 
ten address in the same hand as th 
upon the letter, and such descripti: 
of the letter or article mailed, or ot! 
evidence as will identify the same ar 
satisfy the postmaster that the app 
cant is entitled to withdraw it. 

The postmaster acts at his per 
in permitting such withdrawal, ai 
would be liable, however honest h 
intentions, were he to deliver it to a 
impostor or one not entitled to it. H 
should in no case delay a mail or 
tard the business of his office in ord 
to search for a letter desired to be wit! 
drawn. 

Letters with Stamps Canceled not 
be Withdrawn for Mailing on the Car 
—After canceling the stamps upon 
letter the postmaster must not retur 
it to the person mailing it to him t 
take it to a railway post-office. If r 
ceived too late to put in the lock: 
pouch, the postmaster or his assista1 
or sworn clerk may, after cancelati 
and postmarking, take it to the post 
car. The railway postal clerk m 
receive it from such postmaster, assis 
ant or clerk, but is forbidden to recei 
such canceled letter outside of t! 
pouch from any other person. (P. | 
and R., § 488.) 

Withdrawal by Sender after D 
patch.—After a letter has passed fro 
the mailing post-office the delivery 
the same may be prevented, and it 
return to the writer secured, by a 
application by the writer to the pos! 
master at the office of mailing, statin 
reasons therefor, identifying the lette: 
and supporting such application wit 
sufficient proof in writing. Upon suc! 
application and evidence, and upon 
deposit being made by the writer of 
sum sufficient to cover all expenses 
incurred, the postmaster shall telegrap! 
a request for the return of such letter 
to his office, if it has been.forwarded, 
to the postmaster at the office of ad- 
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ress, carefully describing the same, 
as to identify it and prevent the 
irn of any other matter. On receipt 
such request the postmaster at the 
e of address shall return such letter 
he mailing postmaster in a penalty 
elope, who will deliver it to the 
r upon payment of all expenses 
lof letter rate of postage on the 
uiter returned, on the envelope of 
ich postage-due stamps of the 
per value must be placed and can- 
l, and upon the prepayment also 
a registered parcel, addressed to the 
First Assistant Postmaster-General, 
Division of Correspondence, P. O. 
epartment, in which the postmaster 
ill inclose and transmit the applica 
m of the writer and all proofs sub- 
tted by him, together with the 
iter’s receipt for it, and the envelope 
f the returned letter. 
The following form may,be used in 
iking application for withdrawal of 
ail matter after dispatch : 
Postmaster —- ——, I89—. 
Please recall and deliver to myself 
r bearer a letter deposited in ——— 
ut -—_—_——, 189—, addressed 
, and described as follows: 
——, and in the same handwriting 
this application, and which was 
ritten by me or by my authority, and 
hich I do not desire delivered to the 
uddressee for the following reasons : 


It is hereby agreed that if the letter 
s returned to me, I will protect you 
from any and all claims made against 
yu for such return, and will fully in- 
lemnify you for any loss you may sus- 
1in by reason of such action, and I 


erewith deposit $— to cover all ex- 
enses incurred, and will deliver you 
he envelope of the letter returned. 
[Name. ] 
[ Address. ]-—4— - 
[ Receipt. ] Received - 189 
f the postmaster, the above described 
ce of mail matter for account of the 
nder. [ Name. ]—— 
Witness [Name. ] - 
[ Address. ] —— —— 
- PSA 
THE public knows that a certain ar- 
e is worth just as much whether it 
sold gm a barrel head, in a shop the 
e of a box, or whether it be sold in 
well-lighted and roomy store, but 
public will pay more for the same 
ng well and liberally served, than 
y will when it is not surrounded by 
the appearance of prosperity.—Zx, 


NK. 
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DEALER, 
Do not department injure 
small dealers, and do they not drive 
hundreds 


of 

out of business 
are the 

placed above the interests of 
thousands? Is the ec 
sumers to be neglected for the 
a special trade or pation ? 
partment stores are to be suppressed 
because they injure small dealers, why 
have not the printers the right to de- 
mand laws against the use 
ting machines? Why have not hand- 
workers in any trade the right to de- 
mand legislation against the introduc- 
tion of machines and improved pro- 
cesses? All labor-saving devices throw 
some workers out of employment, and 
yet neither political economy nor or- 
dinary has ever ap- 
proved the attitude of the workers in 
the early days of the great industry 
and the industrial revolution in Eng- 
land. The argument in ali cases of 
the displacement of human labor by 
machinery is that while a small por- 
tion of society is doubtless made to 
suffer, the general are 
great to justify arbitrary restraint upon 
progress. In_ the run, every 
member of the community is unques- 
tionably advantaged by economy and 
improvement in production, distribu- 
tion and exchange, and the temporary 
suffering of a few cannot be permitted 
to outweigh the permanent and univer- 
sal benefits flowing from invention and 
improvem¢ nt. Departme nt stores are 
nothing more than a device to facili- 
tate trade and save money and time to 
the consumer.—Chicago Post. 
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' t bicycle adver 
tisements for daily newspapers contains 
catchy little pictures illustrating pleasant 
phases of bicycle life, One ix reproduced 
above. 
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PRINTERS’ INK. 
ON THE NEWS-STANDS. 


This week PRINTERS’ INK presents seven lists of publications displayed on 
news-stands. Each news-stand in each list is designated by a number ; the 
numbers or figures after the name of a publication indicate, therefore, the 


news-stands on which it was found, 
I, 

The list that follows was taken in Chicago. Figure 1 indicates Y. M. C. A. Building 
News-stand ; figure 2, Palmer House; figure 3, Brevoort House; figure 4, Great Northern 
Hotel ; figure 5, Monadnock Building ; figure 6, Board of Trade. 

St. Louis Re puame. Cincinnati Commercial Trib., 
New York Boston Herald, 

r Boston Daily Globe, 
Detroit ‘I ribune, 


Peterson’s, 2 
4 
4 
} 4 
New Orleans Picay ‘une, : Detroit Free Press, 
2 
3 
4 


McClure’s, 

« ‘osmopolitan, 

Nationa 

Inte rnational, 
tra 


moe De 
mero 


0 = os 
om oF 


Hotel Keporter, New York sun, 
Chicago Record. New York Times, 
Chicago Chronicle, 3 

Chicago Times-Herald, 23 
Chicago Tribune, 

Chicago Inter-Ocean, 2 
Chicago Daily News, 25 
Chicago Observer, 345 
Pue = Ubrary, 


1% 
E nglish Illustrated M’zine, 
Pocket Magazine, 
Munsey’s, 

Harper's, 

Century, 

Scribner’s, 

St. Nicholas, 

Outing, 

Review of Reviews, 
Fyre American Keview, 
Atlantic, 

Forum, 

Lip incott, 

Pal 


Ma 
Mind and Matter 
Puck, 


Buffalo Democrat -Chronicle, 
Chicago Israelite, 


eee 
ome Dae 


4 

‘ 

4 

4 

‘ 

4 

4 

4 

4 
Atlanta — 4 
st Paul Dispa ‘4 
t. Paul Glebe, 4 
Bt. Paul Pioneer Press, 4 
4 

4 

4 

4 

4 

4 

4 

4 

4 

4 

4 


Buffalo Enquirer, 


—— 
me ee Oo ee OD 
en 


Judge Library, Buffalo Express, 
Gallery of Plays and Players, 

The Echo, 

Midland Monthly 

The tra Hundred, 

Harper’s Bazaar, 

Our Da: 

Young Ladies’ Journal, 
American Wheelman, 
Engineering and Mining J", 
The Gapitals, 

What To Eat, 

The White Rabbit, 
Concordia Magazine, 

Facts and Fiction, 

New York Dramatic News, 
The Graphic. 


2 
3 
6 
6 
4 
4 
. Buffalo Evening Times, 
4 
4 
5 
6 
4 
4 
4 
4 
6 
4 
6 
4 
4 
4 ’ 
Forest and Stream, | T ouse Beautiful, 
4 
6 
4 
6 
4 
4 
4 
,4 
“4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 
4 


Kansas City Times, 

Kansas City Journal, 
Kansas City W = 

Kansas City Sta 

Louisville ¢ scarier Journal, 
Cleveland World, 
St. Louis Post- am, 
Pittsburg Dispate 
Sportsman's Keview, 
Daily Racing Form 
Milwaukee Sentinel, 

Y ‘0 Saturday Eve. Her., 
Current Literature, 5 


Judes, 

Harper’s Weekly, 
Medical Courier, 
Truth, 

Life, 

Illustrated American, 
Chieago Dispatch, 
Chicago Journal, 
Rider and Driver, 
Scientific American, 


Stages, 
Musical Courier, 


oon 


BO DDE SY NED DPD AM A NM WO NII AAA AM AMM GPHMMAAATMTMAWAEARK AVAAAGD 


The Horseman, 
Badmington Magazine, 
The Parisian, 
The Onlooker 
American Field, 
The Godspel, 
Francisco Bepeniner, 

San Francisco ( 
Omaha Morning Ww orld-Her'd 
Omaha Daily Bee, 
Denver Evening P ‘ost, 
Minneapolis ones | Tribune, 
New Orleans Times-Democrat, 
Duluth Evening Herald, 
Duluth News-Tribune, 
Minneapolis Times, 
Minneapolis Journal, 
t owe x phia Press. 

hiladelphia Public Ledger, 
Memphis Commercial Appeal, 
Pittsburg Post, 
Pittsburg Press, 


Il. 

This list was taken in Brooklyn, N. Y.: Figure 1 represents a news-stand corner 
Tompkins avenue and Monroe street ; figure 2, a news-stand at corner of Sumner and Lex 
ington avenues; figure 3, a news- stand corner of Gates and Sumner avenues; figure 4, 
stationery and cigar stand at 7or Gates avenue; figure 5, a stand at 642 Gates avenue 
figure 6, a news-stand at 240 Sumner avenue, The last named stand does not sell daily 
newspapers. 
New York World, 


Romance 
Sports Afield, 
Land of Pynckine, 
Vanity 
Public Option, 

ramatic hg 
Dramatic New 
Progress of the’ World, 
anny Pictures, 
Eievator and Grain Trade, 
Schoppel's Modern Homes, 
The Gentleman Farmer, 
Ev’ry Month, 
Home and Cx vantry, 
St. Nicholas, 
Cassell's Family, 
The New Race, 
The Bookman, 
Americ an Magazine of Civics, 

w Occasions, 

The Nickell, 


a hite Klephant., 
Spirit of the Times, 
8 ndard, 
Chap Box ik, 
Town Topics, 
Up to Date, 
Black Cat, 
Godey’s, 
Metropolitan, _ 
American Jew 
Leslie’s Popular + Monthly, 
New Illustrated Magazine. 
New York Clipper, 
Cincinnati Enquirer, 
St. Louis Post Dispatch, 
St. Louis Globe Democrat, 


Horr 


Harper's, 
Arena, 
Town Topics, 
Scientific American, 
Standard, 
Vanity Fair, 

odey’s, 


= 20 


White Elephant, 2 
Penny Magazine, 2 
Demorest’s, 

Art Interchange, 
St. Nicholas. 
Review of Keviews, 


You parts, 

Trae Flag ry Paper, 
rue 

Ledger, " 

Art Amateur. 

Delineator, 


— 


New York Mercury, 
New York German Journal, 
Brook! wt Eagie, : 
Black 


nn 
— 


ee ere oer 


rs Weekly 
e’s Weekly, 
Standard, 
Police Gazette, 
Puck Library, 
Bera Library, 


2 
ss 
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Southron’s, 
L’Art de la Mode, 
McClure’ 8, 


Munsey’ 

Retrepoiltan, 

Ladies’ Home Journal, 
Centu’ 


PAAMAO eR ee & 


Young World, 
Young Ladies’ Journal, 
Strand Musical Magazine, 





AAR 


C ‘ommopolitan, 
Ladies’ World, 


IIL. 
This list was taken in Norfolk, Va.: Figure 1 represents Nusbaum’s News Co., Main 
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street ; figure 2, W. W. Hosier, Main street ; figure 3, 


figure 4, Norvitzki’s, Main street ; 


Pall Mall, 

Frank Leslie’s Pop. Mo. 
Richmo. d Dispatch, 
Standard Magazine, 

Le Charme, 
Philadelphia Record, 
Philadelphia Press 
Century 

New York World, 
Godey’s, 
Ladies’ Home 
Good News, 
Harper's Bazai 
New lilustrated itagacine, 
Donahoe's, 

Lippincott’s, 

Demorest’s, 

Scribner's, 

Outing, 


Belles and Beaux, 
Standard Designer, 
Forum, 

Black Cat, 
Delineator, 

L’Art de la Mode, 
Puritan, 

Baltimore American, 
Vashington Post, 
New York Tribune, 

New York Times, 
New York Herald, 
Metropolitan, 
Judge, 

Puck, 

Nickell, 

Review of Reviews, 
Harper’s, 

Toilettes, 


Journal, 


IV. 
This list was taken in Chicago. Figure 
street; figure 2, Post-Office News Co 
State street ; figure 4, 
Madison street. 
Spirit of the Times, 
American Homes, 
Art Amateur, 
Art Interchange, 
Delineator, 
Youth’s Companion, 
Living Age, 
Pocket Magazine 
Carpenter and Builder, 
Horseman, 
What To Eat, 
Romance, 
Machinery, 


Self Culture, 
National Keview 
American Jewess, 
Midland Monthly, 
Home and Country, 
Good New 

Detroit Free Press, 
New York World 
Boston Pilot, 

New York Mercury 
I)lustrated World, 
Christian Herald, 
Chicago Sat. Ev’g 
New Occasions, 
Table Talk, 

The New Rac e, 
Chaperone 

Atlantic Mon thly, 
North American Review, 
Arena, 

Argo: 

New KF nigland Magazine, 
Donah« 

Army and Nav y 
Century, 


— 


POO 


Herald, 


re, 

Farm and Poultry, 
Critic 
Cassier’s Magaz‘ne, 
Bachelor Arts, 
Sportsman’s Magazine, 
Engineering News, 
Wheel 

American Wheelman, 
Sporting Life, 

Public Opinion Navy Journal 
Commercial Chronicle, Independent, 

Kailway Age, 35 Owl, 

Railway Gazette, Peterson, 

Musical Courier, Clack Book, 
Dramatie Mirror, Chap Book, 

Dramatic News, Clips, 

Toilettes, Standard, 

Penny Fiction, Black Cat, 

Woman's World, Nickell Magazine, 
Keal Estate Guide, Forest and Stream, 
Reul Estate Kecord, St. Nicholas, 
Scientific American, Turf, Field and Farm, 
Scribner’s, Harper’s Weekly, 
Outing, Harper's Bazaar, 
Rider and Driver, Harper’s Magazine. 
Every Month, A r’s Round Table, 
1. ip, incort's, Vanity 

‘ t Ww orld, Puck, 

Life, 
Judge, 

Ladies’ Home Journal 
Town Topics, 


es’ Home ( 
Observer, 
The Lark, 
Our Day, 
. 2 
This list was taken in Des Moines, la. Figure 
r: figure 2, Hughes’, Walnut street ; figure 
gure 4, Linn’s, Walnut street; figure 5, Heywood's, 
Akers, Fifth avenue. 
Godey’s, 
cribnuer’s, 
entury, 
MeClur riey, 
Munsey’s New York Weekly, 
Fireside Companion, 
Saturday Night, 
Youth’s Companion, 
Facts and Fiction, 
Chap Book, 


H se ‘s, 
Midland Monthly, 
Cosmopolitan, 
Home#burn ul, 
Puritan, 

Me a 


Black Ca 

White icphant, 
Delineator, 

Young Ladies’ Journal, 
Review of Reviews, 
Pocket Magazine, 
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Current Literature, 


ife. 
Leslie’ 's Monthly, 
Demorest’s, 
New England Magazine, 
Forum, 


won 


Manhattan News-stand, 
figure 5, Bs attley’s, Main street ; 


345 


1 indicates (¢ 
253 South Clark 
F. M. Morris, 179 Madison street ; 


4 
4 
34 
1 
1 
1 
1 
1 
1 
1 
1 
45 
1 
1 
234 
4: 
34 
34 
4 
4 
1 
4 
4 
4 
34 
34 
4 
34 
34 
4 
4 
34 
34 
34 
34 
34 
4 


1 indicates Bro 
3, Des Moines Stationery Cx 
Walnut 


mero 
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33 


Main stree 
figure 6, Atlantic H« poy 
14 Truth, 
White Elephant, 
16 Galaxy of Plays, 
2 De la Mode, 
2 Nicoll’s, 
36 Atlantic 
3 Munsey’s 
3 Funnie Pictures, 
36 Detroit Free Press, 
35 Red, White and Blue, 
Family Literature 
New York Illustrated Mag., 
New England Magazine, 
Ow 
Peterson's. 
Metropolitan, 
New York Journal, 
Philadelphia Times, 
Baltimore Sun 


~- - 
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Monthly, 


AAAI 


has. McDonald's, 57 Washington 
street; figure 3, C. M. Curry, 75 
figure 5, Western News Co., 236 


45 Good Housekeeping, 
5 Truth, 
Golden Days, 
Stock Holder 
Frank Leslie's Monthly, 
Forum, 
Pall Mall Gaze‘te, 
Strand Magazine, 
5 Electric Magazine, 
5 Advertiser, 
5 Tribune, 
5 Times, 
5 Sun, 
5 Herald, 
World, 
Journal, 
Press, 
Current Literature, 
Review of Keviews, 
Cosmopolitan, 
McClure’s 
Munsey’s, 
=~ morest ” 

dd 


i. 


awe 


nw 


} lec tric al Engineer, 
vires side ¢ ren mn, 
New York V 


ournal of Commerce, 
flectrical Review, 
Ziectrical W orld, 
Electricity, 

Talks at Home, 

Art in Adve: tising, 

f 

F 


AAA M AN we oe 


*rofitable Advertising, 

‘ame, 

Printers’ Ink, 

5 Lights of Truth, 

5 Pansy, 

5 Kindergarten, 
Golfer, 

>» Argonaut 
Facts and Fiction, 

> Tit Bits, 

5 Short Stories, 

5 Princess, 

5 Post, 


me 


wn's, Equitable Build- 
, Walnut street ; 


street; figure 6, Steele & 


Atlantic Monthly, 
Musical Courier, 
Harper’s Weekly, 
Harper's Bazaar, 
Good Housekeeping 
Literary Digest, 
Hustr ate ~; American, 
‘assell’s Magazine 
fe Nicholas, 

Outing, 

Peterson’s, 
Lippincott’s, 

Young Folk’s World, 
Home and Country, 
Nickell Magazine, 
Vogue, 


ww 
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- & 


Scientific American. 
yar Round Table, 
Youth’s Companion, 
Sports Afield, 

r Day, 


- 
Peo eR OO awe 


This list was taken in Nashville, Tenn. Figure | indicat 


ard & Co., 4 


2, T. 
street; figure 4,G. W. 
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Toilettes, 
Public pinion, 

jolden Days, 

Golden-Hours, 


ta, Days, 
Bookman, 

I yland, 
8 ’ 


45 Town Topics, 
45 Art Annual 
4 Sketch Book, 


odes, 
4 Woman's World, 
5 Ladies’ Home Companion, 
56 Inland Printer, 
5 International, 
56 Ladies’ World, 
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VL 
es Stewart’s, 524 Church street; 


15 Church street ; figure 3, W. A. Gilmore & Co., 412 Church 


Hutchison, 332 Cedar street; figure 5, R. M. Mills, 45 North Cherry 


street; figure 6, Shyer Bros., 218 North Cherry street. 


Designer, 124 


— 
2 
o 
~ 


Journal, 


~ 
we 
“1 www 
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Oe Phe wee Mee 


3 
3 
3 


2 


1 
12 
12 

1 
Leslie’s Monthly, 
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ork 
ork 


ie 
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Vogue, 235 
Young Ladies’ Journal, 4 
Black Cat, 


~ari 5 
Confederate Veteran, 
Nasi ville Sun, 
Horseman, 
Sportsman’s Review, 
nland Printer, 
Shooting and Fishing, 
Forest and Streain, 
Turf, Field and Farm, 

ower, 
Illustrated London News, 
Leslie’s Weekly, 

New York Tribune, 
ae York Sun, 


1235 Town Topics, 
1 Strand, 234 
2: 


oe 


12345 North American Review, 
13 Home and Country, 
123 Century, 
123456 New York Ledger, 
3 Outing, 

34 Arena, 

35 Com’! Tribune (Cin’ti), 2 
fe 3 Times-Herald (Chicago), 2 

nt, 


2 


2 
2 
; 





WHAARUweMs 


23 

345 
345 
2 


‘ine, 
The Illustrator, 

346 Golden Days, 

34 The Home Queen, 

34 Delineator, 
Chicago bune, Harper’s Bazaar, 
Chicage Inter-Ocean 34 Scientific American, 
Times- Democrat (N. o.. 3 American Merchant, 
Comme Appeal (Mem.), 35 American (Nashville), 
Atlanta Constitution, 35 Globe-Democrat, 
St. Louis Republic, Chattanooga Times, 
Public Opinion, 346 Courier-Journal, 

rue Flag, 3 Enquirer (Cincinnati), 
Sunny South, ‘aturd. 


3 Saturday e, 
Brann’s Iconoclast, 35 Southern Lumberman, 
Irish World, 


PP: 8, 
The Tao (Chicago), 
Godey’s, 
Seribner’s, 
Review of Reviews, 
Forum, 


Owl, 
Chap Book, 


22 
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N. Y. Revue (German), 
Detroit Free Press, 
Banner (Nashville), 
Public Opinion, 
Peterson's, 


rains, 
Dispatch (Chicago), 


Locomotive Engineer, 
The Sunday Mercury (N. Y.), 


VIL. 
This list was taken in Newark, N. J. Figure 1 indicates Pennsylvania Railroad Depot, 
Market street; figure 2, Central Kailroad Station, Broad street; figure 3, News stand, south 


east corner 


sts.; figure 5, Store, Halsey st., near Broad; figure 6, Stand in frontof Park House, 


Ladies’ Home Journal, 1235 
Gallery of Plays & Players, | 23 
The Home Queen, 
Art Intere 


me DDI 
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ws 


~ 
we 


—— 
ae 00d 
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Review of Reviews, 
Pali Mall Magazine, 


Penile’ ¥ 

5 ere, Weekly. 
arper’s Weekly, 
Dramatic New: ¢ 


ceed 


—— 
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Current Literature, . 
Strand Musical Magazine, 
New Race, 


w 
-w 


ord and Work, 
Mekeel’s W’ly Stamp News, 
Funny Pictures, 
Turf and Field, 


and Market streets; figure 4, Stand, northeast corner Market and Mulberry 


Park place. 


Staats-Zeitung, 136 
Newark Freie Zeitung, 
alladeiphia Times, 
Newark News, 

Newark Advertiser, 
Bulletin, 

L’Art de Mode, 

e Costume Royal, 

Le Bon Ton, 


Golden Hours, 
Sun, 

3 World, 

Journal, 

Herald, 

Times, 

Tribune, 


Mercury, 
New York Press, 


1 
1 
4 
4 
1 
2 
2 
3 
4 
4 
4 
2 
4 
3 
1 
3 
3 
3 


6 
3 
6 
6 
1 
2 
5 
5 
5 
4 
5 
3 
5 
4 
1 
2 
5 
5 
5 
1 
1 
2 
2 
1 
5 
1 
1 
2 
i 
2 
2 § 
3 
2 
5 
5 
1 
1 
2 
2 
1 
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Puck, 
——. 
u 

Nickell, 

Le Costume, 
Southron's, 
Life, 
Strand, 
Godey’s, 
Concordia, 
Chapman, 


e 
The Looker-On, 

le Monde Moderne, 
Architectural Record, 
Youth’s Companion, 
G News, 

Railroad Magazine, 
American Angler, 
Illustrated London News, 
English Illustrated Magazine, 
New Illustrated Magasine, 
Commercial Advertiser, 
Chatterb« 
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Leisu: 

Family Story Paper, 

Fireside Companion, 
n’s, 


- 
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T 
Sunshine, 
Chap Book, 


Vogue. 
Home Monthly, 
Golden Days, 


tw 
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A CURIOSITY. 
New York, Feb. 28, 1897. 
Editor of Printers’ Ink: 
I clip from an ad in the San Francisco Bu/- 





ROSES ON YOUR CHEEKS 


WHEN YOU USE 


tin the accompanying illustration, which 





ay justly be called an advertising curiosity. 
a3 


—_——____+e- ~———— 
BOOK ADVERTISING. 
New York, March 4, 1897. 
itor of Prixrers’ Inx: 
“ Phroso,” a new novel by a prominent 
ithor, is being advertised in a slightly new 
iy and pretty extensively. You would 
ink, from seeing the various placards con- 
erning it in bookstores and in the papers, 
hat the confusing title might be the name of 
new proprietary medicine, for they tell you 
hat “ Phroso cures the blues,’’ * ieee is 
t an opiate,’’ “* Phroso is unequaled as a 
nic,” ““Phroso should be taken in large 
ses,’ “* For insomnia take Phroso,”’ “* For 
dyspepsia use Phroso,’”’ “Good morning 
ave you used * Phroso’? If not, let not an- 
ther night pass before you read it.”’ 
Since bao advertising, “‘as She is done,” 
eds a fillip of some sort, perhaps the pub- 
hing of this volume will give some other 
lishers a needed hint. So long as Beech- 
‘s Pills ask their patrons to “go by the 
k,’’ why shouldn’t some book be made to 
as if it were a box of pills? J. B. 
CABS AS ADVERTISEMENTS. 
New York, March 8, 1897. 
itor of Printers’ Ink: 
rhe play, “‘ At Piney Ridge,” now being 
yed atgthe American Theater, is adver- 
1 in a peculiar way. Hansom cabs. with 
nks strapped on top, these trunks contain- 
a large placard like a baggage tag, with 
words “ Piney Ridge”’ thereon, can be 
ticed going up Broadway. I noticed fully 
ty of them this afternoon. 
]. W. Scuwartz. 


INK. 
IN THE WINDY CITY. 
Cuicaco, March 4, 1896. 
Editor of Prixters’ Ink: ° 
A window sign reads: “Our prices keep 
us busy.”’ he 7ribune invites its readers 
to give their views on the agitation against 
the department stores. An ordinance intro- 
duced in the council and referred to a com- 
mittee provides that bill-boards pay a license 
of $1.00 a square foot, in addition to other re- 
strictions. A saloon has, in front, a big 
bulletin board headed: “Changed every 
week.’’ The comic papers are pasted on it. 
A barber shop Gaglegs the sign: “ Faces 
Studied.”” Stores on the corners of streets 
having intersecting car lines show placards, 
inviting persons to wait inside for the cars. 
C. E. Severn. 
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CuicaGo, March 8, 1897. 
Editor of Printers’ Ink: 

A Dearborn street store displays a rudely 
written sign, reading: ** Keep Your Shirt 
On With ’s Collar Buttons.”’ On Van 
Buren street is a sign, reading: ** Value and 
price of these goods are not on speaking 
terms—they are too far apart."’ H.R. B 

+o 
OUT OF THE ORDINARY. 
Ansonia, Conn., March 1, 1897. 
Editor of Prixters’ Ink: 
Isn't this card a little out of the ordinary? 





ence ryan secreo 


PAPER COLLECTED EVERY o 
PROMPTLY. FREE OF CHARGE 


WEEK OF OFTENER 


FRANK MONA & CO., 
Collectors of Waste Paper 


Im Anemia, Oerby, Shelton eng Seymoue. 


PLEASE Save ace 
YOUR WASTE PAPER. 


svocem; 
67) Mam one COLUMEN STR, 
axsoma, come 

It appears so to me. H. D. Puetrs. 

A REGULAR VISITOR, 
River Raisin VALLEY NuRSERIES. 
GRrEENING Bros., Proprietors. 

Monroe, Mich., March 1, 1897. 

E.titor of Printers’ Ink: 

We take pleasure in mailing you under 
separate cover a copy of our new 1897 copy- 
righted catalogue. Among other things, we 
refer you to page eight, showing an illustra- 
tion of our humble beginning fourteen years 
ago as compared with our present plant, of 
which you will find on the last cover page a 
true representation, Your publication is a 
regular visitor at our office, and is read with 
great interest and aes 

Yours respectfully, GREENING Bros. 
eo 

IN IOWA, 
E.xaper, Iowa, March s, 1897. 
Editor of Printers’ Ink: 

Below are two a of recent efforts in 
the way of locals for advertising in this 
vicinity : 

From the Guttenberg Press, March 3: 

“ If ever you have a friend that is good and 
true, never change the old one for the new. 
Wm. Johnson, Undertaker.” 

From the Cassville /ndex, March 4: 

“If you want to get up at 4 a. m., take 
Rocky Mountain Tea at 9 p.m. Great alarm 
clock. A. Grimm.’ 


Yours truly, Wo. F. Remnecxs, 
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ANOTHER SPECIMEN. 
New York, March 11, 1897. 

Editor of Printers’ Ink: 

On page 28 of your issue of March ro you 

note he tendency to insert the type part of 











The Big Tea Dealers, 


68 Merrimack Street. 


one’s ad on a picture of the article. I in- 
close you another specimen. Jas. MEANS. 





-_ 
SUGGESTED MOTTOES. 
St. Paut, March 6, 1897. 
Editor of Printers’ Ixk : 

In Printers’ Ink, of Nov. 11, 1896, page 
25, appears the following: **The motto of 
the New York 7i#mes is, * All the news that's 
fitto print.’ The /imes offers $10 to the per- 
son who will compose a better motto convey- 
ing the same idea in not more than ten words.”’ 
Thoroughly appreciating the honesty and 
quality of an opinion from such an author- 
itative publication as Printers’ Ink, I sub- 
mit the subjoined mottoes, which some kind 
friends regard as superior in every respect 
to the one at present adopted by New York's 
cleanest journal. They are: ‘ Read the 
Times—free from dirt between the lines.”’ 
“Salacious news may_some amuse, but la- 
dies read the 7imes.’’ Very respectfully, 

Geo. A. DouGHERTY, 
Adv. Mgr. The Boston, St. Paul. 
. +o sine 
RATHER CURIOUS. 
Somervitte, N. J., March 5, 1897. 
Editor of Printers’ Ink: 
I take the Mberty of sending you a clipping 
ANTED—Married German man to 
milk. Must speak English. Address 
BOX, Somerville. 


from one of our weekly papers that strikes 
me as being very amusing. 
i. W. ReEusswic. 
+e 
THE REASON. 

“T never saw such a jam of women at an 
afternoon symphony concert before,” said 
Mrs. Bosting to her husband. ; 

“* What was the unusual attraction ?’’ 

“They had marked the tickets down to 
ninety-nine cents."—N. VY. Journal. 














+o 
“OUR PRINTS,” 


The Harper Illustrating 
' Co., of Columbus, Ohio, get 
out a series of little stock 
cuts of printers in various 
postures, which they call 
“Our Prints.’? One is here 


reproduced. 
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NOTES. 


Ir 1s announced that S. S. McClure wil? 
engage in the book publishing business this 
autumn. 

Ir is said that there are more advertising 
men who have offices in the American Tract 
Society Building, New York, than in any 
other building in the world. 

Recent ty the Eagle Supply Co. of New 
Haven, Conn., received two orders from an 
advertisement of a pocket lamp inserted in 
the Vickery and Hill list in 1890. 

Heaven knows how the loose verbiage in 
postal laws has bothered the whole publish 
ing business of the country.— The Bookseller, 
Newsdealer and Stationer, Feb. 15, 1897. 

One of the most interesting and valuable 
articles that we have ever read is the address 
delivered by Mr. George P. Rowell before 
the Ohio Editorial Association in January.— 
Our Silent Partner. 

Tue Advertisers’ Agency, of Philadelphia, 
has opened a branch office at 49 Niagara 
street, Buffalo, N. Y., under the manage 
ment of Frank J. Fellows, formerly of th 
Chas. H. Fuller agency. 

Tue New York Condensed Milk Company 
has issued a dainty little advertisement in 
the shape of a cardboard horse and milk 
wagon, in natural colors. It can be made 
to stand upright and is a pretty ornament. 

Liccett & Myers Tosacco’ Co., of St. 
Louis, has authorized the State Board 
Agriculture to offer for them a series of 
liberal editorial prizes for the best twenty-six 
editorials published in country papers in 
Missouri on **The Tobacco Industry in the 
State of Missouri.” 

Wuen the American Newspaper Publish- 
ers’ Association shut off the editor of the 
American Newspaper Directory without the 
privilege of even a limited hearing, it strikes 
us as being evidence that the members of the 
Association were afraid of the circulatior 
question that the editor wanted to speak 
about.—Our Silent Partner. 

In Printers’ Ink of Feb. ro appeared an 
article called ‘*‘A Woman's Opinions,” by 
Edith R. Gerry. The Little Schoolmaster 
did not see anything particularly meritorious 
in the article, but it has apparently struck a 
popular cord, for a number of papers have 
| enage it entire, among them being th« 
Albany Argus, the Dry Goods Chronicle an 
The Buyer, New York. 

E. H. Greene, of West Andover, Ohio, is 
writing to some advertisers, stating that h« 
wants to buy goods that his Sunday scho 
teachers say he ought not to have. One ad 
vertiser answered him thus: ** Dear Sir: W 
have not the goods you require but refer you 
to Mr, A. r naman hy Times Building, New 
York, whom we understand keeps a larg: 
supply and is always adding to his col 
lection.""—Our Silent Partner. 

Tue first volume of a “‘ List of Private I 
braries,”’ just issued by G. Hedeler, Leipzig, 
contains, in alphabetical order of names, 
brief descriptions of 600 important collections 
in the United States and Canada. This al- 
phabetical list is followed by an index t 
towns and bya subject index. The largest 
number of books in one library is that of 
Hubert Howe Bancroft, which contains 60, 
ooo volumes, principally on California, of 
which Mr. Bancroft is the talented historian 
Mr. Chas, A. Dana’s library contains 4,000 
volumes in all languages Mr. Theo. L. De 
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Vinne possesses 5,000 books, of which 2,000 
are devoted to typography and its history. 

In the re-election of William C. Bryant to 
the position of secretary of the American 
Newspaper Publishers’ Association that or- 
ganization acted wisely. Since Colonel 
Bryant has held the office he has given it a 
thoroughly business-like administration. Al- 
though occupying other positions of impor- 
tance, he has given much of his time to the 
service of the association. Possessing as he 
joes the good-will and respect of all with 
whom he comes in contact, he has placed the 
A. N. P. A. far in advance of where it stood 
at the time he was first selected for the 
secretaryship. In Herbert F. Gunnison, the 
treasurer, he has found an energetic, faithful 
and competent associate.—Mr. Lancaster’s 
Kourth Estate 

The Bill Posters’ Association of the United 
States and Canada held during the week be- 

ginning March 8th a special meeting at the 
Marlborough Hotel, N. Y., for the purpose 
f defining more distinctly the relations be- 
tween advertisers and solicitors or advertis- 
ing agents, and between the latter and the 
bill posters. There have been complaints 
that the advertisers do not always a suffi- 
ient amount of adve rtising for = money 
paid out, and that the advertising in small 
places is often much larger in proportion 
than in large centers of population, where it 
should be larger. This latter condition, i it is 
believed, is due to some bill posters in 
smaller places accepting a reduction from the 
scandal rates of the locality, and thus get- 
ting contracts for putting up more posters, 
while in large cities, where no reductions can 
be obtained, the solicitors give orders for a 
omparatively smaller number of posters. To 
remedy this evil the association will establish 
a bond system, and both agents and bill post- 
ers will have to give bonds to the Executive 
Committee to live up to the standard rates 
and to equitable rules.—N. ¥. 7ribune. 


— 
THE AVERAGE ADVERTISER. 

The ave rage advertiser who wants to cover 
New York City will send the same ad to all 
the daily papers he selects to use, ignoring 
the fact that the very existence of all these 
papers proves the existence of people of dif- 
ferent tastes and different humors.—Uws,r 


Owl, Philadelphia, aa 
Classified . Advertisements. 


Advertisements under this head two lines or more 
without display, 25 cents a line. Must be 
handed ¢ oue week in advance 
WANTS, 

G POKESMAN- REVIEW, “ 
Spokane, Wash. 
POsttios by good, steady, strictly sober, all- 
round printer. “ M.,” Printers’ Ink. 
W ANTED—Illustrations, stories and general 
features for 80. HOME MAG., Sherman, Tex. 
7 OU want type and printing, machinery. See 
ad No. | under w Sale.” Just what you 
want in eighteen cities 
Ww eo ay to try our half-tones. 1 
col., $1; 2 cols., $2. BUCHER ENGRAV- 
ING ( 6. Golumbus, Ohio 


NEA APER WANTED —I want to lease a 
aN pore per that will pay. Address 
GEO. MY ER, Belleville, Pa. 


\ ANTE D—More printing from the class of 
people willing to pay for the best. WM. 
JOHNSTON, 10 Spruce 8t., N. Y. 


\ AIL order business. No interference with 
other work We tell how and furnish every- 


thing. Part’'rs free. NAT’L INST., P.L. 37,Chicago. 


W ANTED—Second-hand cutting machine for 
pamphlet work Ais ‘aragon preferred). State 
lowest price. “PARA AGON,” care Printers’ Ink. 


\ ’ ANTED—All money expended for adve 4 
ing in the direction of the Hardware Trac 

Save duplication of circulation. HARDW ARE 

DEALERS’ MAGAZINE, 271 Broadway, N. Y. 


] y? YOU want to make money and make it fast 
in the mail-order business ! 80, se =a Cn 
sample and terms on our Little “Giant’ 
logue. Our system is porte J. CAI LE Y “t 
CO., 28 City Hall Place, 
\ ’ ESTERN bicycle house wants a bright young 
man with some newspaper and bicycle ex 
perience to prepare advertising, write-ups, etc., 
and help with correspondence. Address, with 
full details of experienc lary e xpec ted, refer- 
ences, ete., * BICYCLE,” care of Printers’ Ink. 


ew York 


NCREASING circulation (women’s papers par 
ticularly) is my speciaity, but I also have a 
— tical knowledge of every department (book- 
eeping, mailing, subscription list, stenography, 
etc.) of the business office,and want pe rmanent 
position at mode rate salary Address ** A. M. H., 
care Printers’ Ink 


Jo PrroR WANTED for a leading steam en- 
4 gineering journal. Must have technical and 
practical knowledge of this branch ; prefer man 
with newspaper experience and acquaintance I, 
the trade. Address, in confidence with full } 
ticulars and salary expected, “ PRACTIC itm ” 
Box 672, New York 


D DO IT NOW 

If you take pride in your business show it 
by using anartistic and business-like 
elegantly designed and engraved, fii 
Li ithogravere letter-head plates, $7 
some as ithograph. Sketch ‘submitted. 
MOSEL EY, 63 Hill St., Elgin, 

— ee — 

PRESS CLIPPINGS 


\ ANHATTAN PRE SS CLIPPING BUREAU, No 
4 2 West i4th .Y. Press Clip ings for 
trade journals ; all ‘eubdoots; best facilities. 
—_— ~~ — 
SPECIAL AGENTS. 


)APFRS that patronize H. D. LACOSTE, Special 

Newspaper Representative, 38 Park Row, 

New York, secure first-class service and satis- 
factory results. 


BILLPOSTING AND DISTRIBU TING. 


QIGNS tacked up, bills osted, distributing. I 
‘ have my own drive through the country and 
cities. The best of reference given. A. D. RUN- 
DELL, Ottumwa, Icwa 


+ ——— 


ADVE RTISING NOVELTIES, 


=. the purpose of inviting announcements 
of Advertising Novelties. likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dollar. 
——_—-_ +o 
POSTERS. 


ES MAITRES DE L’AFFICHE, published in 

4 Paris, issued monthly, each number con- 
taining superb reproductions of famous posters 
in colors. Subscription $iayear. Sample copies 
2 cents. Publishers of posters are invited to 
send copies for reproduction if found available. 
Address TROW-WHEATLEY C‘)., American 
Agents, Poster Dept., Home Life Bldg., New York. 


—_—___+or—_ 
ADVERTISING AGENCIES. 


7 on wish to advertise anything anywhere 
any time, write to the GRO. P. ROWELL 
ADV. ERTISING UO., 10 ) Spr uce St., New York. 


\ TE have a system of handling er ae 

a aan ‘by no other agency—a plan o 
doing business upon a percentage basis which is 
an actual saving to the advertiser. Our aa 
are aiways open. Ouradvertisers pay a what 
their service costs us, plus = pas We 
have only one way of doing bu “all ad- 
ve eeaeers are treated alike. We get — as low 
prices any other reliable agency. THE BATES- 
ps HITMAN 0O., Advertising agents, 132 Nassau 
t., 
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PREMIUMS. 


HAs. DSOME paintings fro from the best French 

studies, in flowers only, size 14x24 in. Will 

sell cheap. Catalogue on . Saenen. Address 
V. JUHNSON, care Printe 


Qu PERB premiums. ‘s =. jon winners. 
& — for canny eo ectros an poaiem cata- 
1 . ERNER COMPANY, Akron, 
Ohio, t. TY East 16th St., New York. 


—_—-- +> 
SUPPLIES. 
7 AN BIBBER’S 
Printers’ Rollers. 


y Aa" yy &- SRUOE & COOK, 190 Water 
Street, New York 


Lipa eee f for the printer best and cheap- 
See ad No. 1 under “ For Sale. 


HALK plates recoated Ke. per inch. No in- 
fringement. Send oor circular. BYRON 
POPE & CO., Cleveland, O 


Sh pty aa and slocrotyye met- 
w om} r annodes ; zinc plates for etching. 
eS & CO., Inc., 517 Arch St., Philadel- 


een PAPER is printed with ink manufact- 

ared by the W. D. WILSON PRINTING INK 

CO., L't’'d, 10 Spruce St., New York. Special prices 
to cash buyers. 


—— +o 
ILLUSTRATORS AND ALLU: STRATIONS. 
H SENIOR & CO., Wood | Engravers, 10 Spruce 

« St.,New York. Service good and prompt. 

‘ TEREOTY PE outfits, per ond simplex meth- 

ed 8, $15. canes on- "lack k and Granotype en- 

aan methods, $5 $1. Cireulars for 
stamp. H. KAHRS, , 240 E. 33d Eo sod St: New York. 


RTHUR MEYER’S BURE BUREAU OF ILLUSTRA- 
é TION AND DESIGN — Illustrations of Fact 
and Fiction drawn to order to be used in Books, 
News and for all kinds of —. Adver- 
tising Matter, either in Pen and Ink, Wash or 
Color Work. 1031 Temple Cot Court Bidg., New York. 


TNTIL the 15th of June, to introduce our per- 
fect half-tone engravings we will maket a 
ice 10c. per 
or samples. 
worker, nal + 4 
work, he oreman in two of the 
ng - ry fo in Chicago ah 
ek. a copy. A 
GRAVING CO., Youngstow: 


—— +o ~—— 
AD VERTISING MEDIA. 


‘HE TEXAS MAGAZINE, Austin, reaches the 
class able to buy your goods. 


HRISTIAN WORKER, per inch io annum. 
It will pay you. Russellville, Ala. 


4( WORDS, 5 times, 25 cts. EVTERPRISE, 
See ‘ton, Mass. Circulation 7,000. 


L* ISTE’S List. Good papers in active cities. 
4 fates low. 38 Park Row, New York. 


DVERTI!SERS’ GUIDE, New Market, N. J. 6c. 
line. Cire’n 3,000. Close 24th. Sample free. 


NY Trson advertising ir PRINTERS’ INK 
+\ to the amount of $10 is eutitled to receive 
the paper for one year. 


T4 ARGEST circulation of any daily newspaper 
4 4 eer. the GAZETTE and BULLETIN ; 
6,000 D., 4,000 W. LA COSTE, New York. 


[p4zz0r (Ohio) Jjonsmse Tres and EVENING 
NEWS, 14,000 daily, create a“ want” for prop- 
erly advertised goods. LA © LA COSTE, New York. 


b Nee 2s PIQUA CALL “ ~~ advertisers who 
results. Larger circ. than all other 
Piqua dailies combined. LA COSTE, New York. 


| Pay rs in Southwestern Ohio 
outside Cine nati), Dayton MORNING TIMES 
and EVENING News, |4; 000 da’ ly. LA COSTE, N. Y. 


ALBA ANY TIMES-UNION is the best advertising 

od. Ce it oy Y ny has a 
larger paid ci es 
= JO HN H. TARRELL od editor and pro- 


MISCELLANEOUS. 


W* buy seeds in job lots, in packages only- 
os a le and get our offer for the 
You c ve the sample returned if you 

Santit DIXIANA MEDICINE CO., Sheffield, Ala. 


————__-e- 
FOR SALE, 
“[ tatoo ad No. 1. 


( STRAN DER: SEYMOUR Pony-Web Perfecting 

Presses sold at moderate Drices on reason 
able terms. Just the press oi publ 
are tooslow, AMERICAN TY PE pon UND- 


ishers whose 


flat is 
ERS CO, See addresses i in a No 1 helow 
foe SALE —Stonemeta, We =. Perfecting News 


r 
umns, Speed 9. »000 ‘ Seas 
condition. Stereotyp 


and 8 col 

. First-class 

lete. Sold 
2 POST PUBLISHING CO., 
Bridgeport Conn. 


JRINTING Bie for sale or to rent with or 
without bldg.: One 2-roller Campbell 1cylin 

der Campbell, 1 Hoe 28x42, 2 Cottrell & Babcock 
32x46, 1 pttrell & Babcock 32x50, 1 Gordon. 1 Uni 
versal, 1 Sheridan cutter, | small cutter, | flag. ma- 
cbine.’ R.A. WALLACE, 769 lith Ave., New York. 


A D NO. 1—We sell more type and printers’ ma- 

chinery — poe than all other con- 

rns, because large p purchases enable us to 

[re right and A 9 to the advantage of our cus 

tomers. Why buy the second best when the best 

— a no meet Buy outfits ERICAN TYPE and 
and trouble. AME —~ ‘A 


hia. 608 Sanscm ; 
Water ; Buffalo, 83 Pi. 
cott; Pittsburg, 323 Third Ave.; Cleveland, 
Clair & Ontario ; Cincinnati, 17 Longworth ; o hi. 
cago, 141 Monroe; Milw vraukee, 89 Huron; _ St. 
Louis, Fourth & Elm ; Minneapolis, 2 First ; 
sas City, 533 Delaware; Omaha, 1118 Hotes. 
Denver’ 1616 Blake ; Portland, Second & Stark : 
San Francisco, 405 Sansome. 
a 
PRINTERS. 


HE LOTUS PRESS, artistic printers, 40 W 
23d St., N. Y. City. Send for our booklet. 


a fue we) es and other printing. NEELY 
PTG. © uncie, Ind. imates furnished. 


‘| ;"ROW-WHEATLEY © aT Als 1GUE COMBINA 
TION. Home oe ding, New York. (Fac- 
tory, 201-213 East 12th 8 


We neat, jain, —aicaslive rinting. Cata 
logues, booklets pam mphiots cire 
cards, etc., executed in finest ate 

you want a good job—one that you want Re = 

to look at and read—come to us. PRINTER: 

INK PRESS, 10 Spruce St., New York. 


ws HAT is fine printing? 
ere’s the f there were nf stand 


ard to eich one could point, and I want 
my work to be equal to » it woul hot be so 
hard. But in the very natureof ‘Saings there can 
ae AT a hard and fast standard ‘hat is fine 
— ng on one would not be on another. 
ne printing might well be called “ the adapta 
tion of means to an paws ” Given a certain sum 
of money to oxpene > for a how to sup 
ply for that sum r, illustrations. 
e wings, press work, binding, that cap be got 
is the core of it. 

What’s wanted is to have all the work in per 
fect harmony. To adapt paper, illustrations, 
inks, etc., so that the quality of no 

shall be thrown away on the in 

pan BA of another. Not to spend a great part 
of the appropriation on fine half-tones, and then 
spoil them by poor press work, or the wrong 
paper, or ' o> ate Rather to have line en 

i better press work or Paper. or an 

17 aor of 

pants and as 
ears’ business experience 
, technical knowledge of 


e mechan: any- 
lities " 


e 

& t CO BINATION, 
Home Life Bidg., a Be (Factory, 201-213 East 
12th St.) 
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MAILING MACHINES. 


‘HE Matchless Mailer ; best and cheapest. al 
REV. ALEXANDER DICK, Meridian, N 


I joe mailer, $20; $20; quickest, slickest; makes 
a pleasure. a 4 Wrap “ed 
Paster makes “wh eh ae nat half 
time; Standup. AMERICAN TY PE FOU NDERS 
CO. see addresses in ad No. 1 under “ For Sale.” 


ADVERTISEMENT CONSTRUCTORS. 
\ be DIXEY, writer of advertising, 150 


assau St., New York. 
Al... advertisi My A, WHEATLEY, 


4 27 Broadway, New 


E., AN SBATLEY ca jalist in Advertising, 
4 27 Broadway, New York. 
\ ILLAM & SHAUGHNESSY, Advertisers, 623 & 
I 6%,Temple Court, New York. Write. 


E ST. FLMO LEWIS, Mer iy THE ADVERTIS- 
4 ERS’ AGENCY, Penn Mutual Bidg., Phila. 
*ROW- WHEATLEY CATALOGUE COMBINA 
TION; high-grade business-bringing cata- 
logues. Hime Life Building, New York. 


T HE only writer of exclusively medical and 
drug advertising. Advice or sampses free. 

UL YSSES G . MANNING, South Bend, Inc 

( ‘ALI 


eneger of nearest branch AM, 
TY PE FOUND RS’ CO., addresses as per 
No. 1 under “ For Sale,” and get posted on type. 
\ Y little booklet, “ Bow, ” My what I do for 
the money you o' pay me for advice. 
CHARLES AUSTIN BAT St Vauderbilt Bidg., N.Y 


“é FOOREaE PHIL “eng Sg tA "a few pithy facts 

» about booklets, will be mailed to any 
business a. that writes a letter for it. E. A. 
WHEATLEY, New York. 


LL the borders and ty ye used in PRINTERS’ 
4 INK are at the disposal of people who have 
their Cg ae put in type byme. WM. 
pg Mgr. Printers’ Ink Press, 10 Spruce 
, New York 


OR those eae are in no haste I am ready to 
prepare booklets and ads, but I have several 
large customers out of town and am necessarily 
much away from my office. Illustrations and 
magazine ads § iat jes. K. L. CURRAN, Room 
1517, 150 Nassau St., New York. 


T= point has often been made that it more 

than pays to employ a good specialist be- 

cause he can save space. He can better pn 
play in a small than the average man ca. 

in a | one, and — 

ll bring us some 

ness. of course, know 

= about it. MOSES & HE Ye C. Dan Helm, Bert 

- Moses), 111 Naesau St. u St., N.Y N 


W a | Fy h. ie ves? 


at it. 
He x. oe ae just such questions as 
that from business men and small in all 
parts of the United States. Send samples of your 
ads, bo gh reulars and catalogues to Lewis 
and he il you where the trouble lies. It 
will <a $5 to know why zor advertisin 

does not Mr. Lewis is gene’ peoanete r TH 

ADVER SERS’ AGENCY, ‘Penn Mut Bidg., 
Vhiladelphia and Buffalo. 
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I ICYCLE advertisements that have made busi- 

ness (and a eee from the manufacturer) 
mailed to any busi. dress. E. A. WHEAT- 
LEY, Specialist in Lavertiaing, New York. 


W ILL it pay to use booklets t 

Ask Lewis about it. 

He will tell you when, how and where to use 
booklets; what they s should contain and how 
much they should cost. If he thinks booklets 
would not do you any a}, it will sa Fou & 

t deal of money to know it, and if sat 0 use 
klets, it = eve Pet. money to know what 
kind to use and how ther Mr. Lewis - 
neral manager THE ADVE ERTISERS’ AGENCY, 
enn Mutual Bldg. Philadelphia and Buffalo. 


‘SESE are doubtless many business men who 

look upon all advertisement writers as 
“ fakirs.” 

It is probable that this column is read every 
Week by these men to see what new things the 

“ fakirs ” are up to. 

They have formed their estimate largely be- 
cause of two reasons 

First—Men have rushed into the pages of 
PRINTERS’ INK, and for a season filled the air 
with rockets of many-colored brilliancy, claim- 
ing to do impossible things and to perform feats 
in the world of business that would border on 
the miraculous. The rockets were dazzling while 
they lasted, oat the darkness that followed was 
impe net 

-cond—« Ythe r men have c ome and gone whose 

every line 


ite. 
to the better judgment of the busi- 


We ask to be measured by what we do, rather 
than by what somebody else has done. 
gadqe us by our works. 


Ty us. 

The very men who think we can be of absolute- 
ly no help to them in the writing and illustrating 
of their advertising, are the very men who ought 
to know us more intimately. 

We want to get acquainted with every business 
man in America who looks upon all men in our 
line as “ fakirs.” 

We want them to write us 

We know their opinion of us will improve on 
acquaintance 

Our idea of this business is different, we be- 
lieve, from that of anybody else engaged in the 
wor 

We are not trying to build up a great estab- 
lishment. 

We are not trying to see how much work we can - 
do, but how good 

We believe it possible to make ours a perma- 
nent business—to gather around us @ conserva 
tive, dignified, progressive class of clients who 

will retain us to prepare their advertising as long 


are satisfying every cus- 

tomer—giving absolute satisfaction in every in- 
stance. 

We want the fires order to be the forerunner of 
at least a dozen m 

There is more money in pleasing people than 
in displeasing them 

Once more—we appeal to the fair side of the 
reader’s nature 

zadee us by what we do 
o wish you would write us about your adver- 

Ad, 

MOSES & ae (C. Dan Helm, Bert M. Moses), 
i Hassan 8 pie Be 





a booklet 


is something longer than an ad, and shorter than a catal 
It is sent in answer to in 
with bills and letters ; it is placed in packages ; it is distributed from 


well oomipges < as I am for the production of profit-bringing book- 


It is useful in every business under the sun. 


generally effective. 
jo living man is so 
le 1 write, illustrate and 


My ow wn hand: 


business men.) 


some booklet. “ MAKING IT PAY,” tells all about my business 


ogue. 
nserted 
It is 


uiries ; it is i 
ouse to house. 


(Free to 


CHARLES AUSTIN BATES, 


Plans, Advice, Writing and 
Illustrating for Advertisers. 


Vanderbilt Building, N. Y. 
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IN ROCHESTER. 


Rochester, N. Y., according to the 
census, has a population of 144,834 
souls. It is believed that the 4 do not 
ride in the street cars. The 144,830 
do. 

Rochester’s street cars are modern 
and uptodate in every particular. 
They are comfortable, well lighted, 
well run, and cover every point of the 
city and suburbs, as well as the sum- 
mer resorts on Lake Ontario, at Char- 
lotte and Windsor Beach. 

Rochester has always been consid- 
ered a good city for advertisers to in- 
vest in, and as giving good returns for 
an investment. Especially have her 
street cars proven profitable, both to 
foreign and local business men. 

This, after all, is but natural, since 
Rochester is blessed with a pushing, 
wide-awake population, with business 
instincts fully developed—people who 
get their information as to where to 
buy things from the people’s directory, 
the street cars. 

In a city like Rochester, where the 
street cars are so exceedingly well pat- 
ronized, they must and do form a very 
good way of reaching the buyers of the 
community. 

The entire advertising privileges of 
Rochester’s street cars, and also outside 
privileges for step riser signs on all 
cars of the Rochester railway proper, 
are controlled by MeEssrs. Gro. KIs- 
sAM & Co., and the excellent display 
afforded to advertisers, and the good 
appearance of the cars throughout, add 
greatly to the credit of this enterpris- 
ing firm. 

Some of the cards of local advertis- 
ers which are well known in the street 
cars of their own city are given here- 
with, 


Those of Mr. H. B. Graves show 


what can be done in the line of furni- 
ture advertising in the street cars. The 
idea of mentioning one article in a 
card, and even giving a price on it, is 
very much akin to bargain newspaper 
advertising, and is a palatable change 
from the stock card usually put out by 
the furniture dealers who are in the 
street cars. 


"$198? No! Only 98c. | 
| 





FOR THIS— 
..-DINER... 


OAK, CANE SEAT, 
Brece Arms 


18 Runge and 
—a 
665 STYLES 
75 ots. to $12.50. 
a q —— | 
H. B. GRAVES, 8 STATE ST. | 


J 





Mr. Graves was one of the first and 
most persistent of Rochester’s local 
street car advertisers, his card having 
been displayed in the cars for the past 
five years. He is also, and possibly 
on account of this very persistence, 
eminently successful. 

Furniture advertising in the street 
cars is, I am glad to say, on the in- 
crease, and such advertising as that of 
Mr. Graves is bound to influence 
more by its success. 

In one of my former articles I de- 
scribed at some little length the ad- 
vertising of Burke, FitzSimons, Hone 
& Co., and mentioned, I believe, that 
they were a Rochester house. At 
any rate, here they are again, and here 
is one of their cards which I don’t 
think was shown in the former article. 

Messrs. Burke, FitzSimons, Hone 
& Co. went into the cars about the 
same time as Mr. Graves, and have 
also been very persistent and original 
advertisers. 

They have one of the largest stores 
of its kind in the State, well known 
for its excellent and business-like man- 
agement. Their cards are changed 
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weekly, and passengers have become 
interested in their announcements, 
and have got into the habit of looking 
for them. 

All this is good for business, and 
speaks also very well for the enterprise 
of Messrs. Burke, FitzSimons, Hone 
& Co., and the good sense and origin- 
ality of their advertising. 





JUDICIOUS WOMEN 


ind the best and most stylish 
n Easter costuming here. Dot 
ars reach farthest at this store. 
Are you judicious ? 


| Burke, FitzSimons, Hone & Go 


They also carry a card on the out- 
side of the car, so that their name is 
very well known throughout Roches- 
ter, and constantly reminds people of 
their business and arguments. 

I have seen better reproductions 
than the one given herewith of ‘ Ri- 
enzi,” but I don’t know that I have 
drunk better beer. I certainly, how- 
ever, could imagine a better line of 
argument for a good beer. I don’t 
know of a brewer in America who 
does any advertising at all whose beer 
isn’t ‘‘ the finest in the world.” 














| Rogngsrer 








Fines be Beer ithe Weld 
s' in 
Sono in Bornes ony. 

The best of this card is the striking 
lettering and the boldness of the name 
“* Rienzi,” which shows up much bet- 
ter on the original than in the cut, and 
there is acertain life and movement in 
the card which is very attractive. The 
Rochester Brewing Company is a fa- 
mous brewery, and makes very fine 
beer, which has a large sale in its na- 
tive city. Afood deal of this large 
sale is undoubtedly due to their adver- 
tising, of which a fair proportion goes 
into the street cars. 

A comparatively new housein Roch- 
ester is that of Messrs. Gorton & 
McCabe. But they are on the right 
track. They are using the street cars. 
The card herewith will show how. 
Here is another furniture house that 
is putting out good, strong stuff. 


Telephone 393. 
— 
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Rochester has some good local adver- 
tisers, besides the ‘‘ generals’’ who are 
always with us, and they are keeping 
things going at a pretty lively gait. 





Departments .. » ¢« | 
|Remnants of Carpets. Odd Pairs 
of Curtains. 
Special Prices on Furniture. | 
[wm commsy GORTON & McCABE | 


| 





Some of the best cards have been 
reproduced by the half-tone process, 
and for this orthochromatic plates have 
been at times necessary in order to 
give the proper color values. 

A correspondent of this department 
having made inquiry as to how and in 
what manner poor half-tones are pro- 
duced, being bewildered by the many 
engravers who all said that their work 
was first class in every respect, the 
inquiry was turned over to one of the 
best half-tone engravers in the city, on 
the principle that as they are all the 
time competing against poor work they 
must know how it is produced, and 
because by experience they must have 
learned how to obviate it. 

Their reply to our correspondent is 
so clear and concise that I venture to 
print it entire for the benefit of those 
to whom it will appeal. 

‘*In answer to your request, we give 
you herewith some ‘Points on Poor 
Half-Tones.’ 

**tst. Choice of wrong process ; half- 
tones won’t print on anything. 

** 2d. Choice of wrong screen ; a job 
on super wants a coarser screen than 
one on woodcut, an article with a 
wealth of detail a finer one than a 
wash-drawing with broad effects. 

‘*ad. Too much speed ; a high-grade 
tailor won’t make you a coat ‘ while 
you wait.’ 

‘*ath. Zoo littl money; you don’t 
fit up your factory with cheap ma- 
chinery. 

“sth. Insufficient depth of cuts, 
caused very often by No. 4. 

“6th. Careless handling of plates ; 
a $2.50 boy can spoil a $10.00 plate 
as easily as a 10-cent plate. See para- 
graph No. 4. 

“oth. Choice of wrong engraver, to 
avoid which see paragraphs Nos. 1, 2, 
3, 4, 5, 6 and yours truly, 

‘THE PHOTOCHROME ENGRAVING CO., 

** 162-166 Leonard St., New York.” 
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a paid subscription from 
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. Mr. WALSH, of the Boston Post, says 
that the 7vave/er is taking readers 
from the Record nowadays. For a one- 
cent daily the 7raveler is pretty good. 

CouRAGE and persistence are the 
cardinal advertising virtues. An ad- 
vertiser lacking these, and possessing 
skill, versatility and taste, has little 
chance of success. On the other 
hand, an advertiser whg possesses 
these two characteristics in abundance 
is likely to succeed in spite of minor 
deficiencies. 


THE proprietor of a preparation of 
the same general nature as Listerine 


said to PRINTERS’ INK: ‘‘ The medi- 
cal journals contain as reading matter 
the results of experiments with various 
proprietary medicines. In my own 
case I believe I have received much 
more benefit from these reports of 
cases, which are practically free read- 
ing notices for my article, than from 
all my display announcements in the 
medical journals.”’ 


ECLECTIC magazines devoting them- 
selves to foreign literature are the 
Living Age (Boston), the /nternational 
Magazine (Chicago), and the Zclectic 
Magazine (New York). The Living 
Age and the Eclectic Magazine confine 
their selections to English publications; 
the /itesnational Magazine knows no 
such limitation, and stories, ms and 
articles from every dated taamas 
appear in it. It is also illustrated, and 
gives its principal attention to travel 
and fiction, making it of a more popu- 
lar tone than the others, 


THE advertising that is best is al- 
ways the cheapest. 


THE Directory ambassador who re- 
cently investigated the circulation of 
the daily papers of Paterson, N. J., 
came back with the i impression that ihe 
leading circulation in Paterson is pos- 
sessed by the Cad/, that the Mews is a 
close second, and that the Guardian has 
about half the circulation of the CuZZ. 


‘‘OuR newspaper is published strict- 
ly witha view to Paterson men and 
Paterson interests,” says Mr. Haines, 
of the Paterson, N. J., .Vews. ‘‘Our 
readers are not interested in what goes 
on in Timbucto or the Cape of Good 
Hope. They are interested in the do- 
ings of the men and women that they 
know and meet every day, and that is 
what we give them.” 


EVERY advertiser must purchase his 
own experience. Another man’s ex- 
perience is of little value to any one 
but himself. So many diverse factors 
enter into all advertising that only 
one’s own common sense applied to the 
case in hand can be of any help. It is 
a good thing to know the experiences 
and opinions of other advertisers, but it 
is an excess of folly to follow any 
man’s method, no matter how success- 
ful it has been in his case, if it does 
not appeal to one’s own reason and 
judgment. * 


Gero. P. Rowexi & Co.’s American 
Newspaper Directory is to-day the de- 
pendence and guide of every large ad- 
vertiser in the country.— Chicago News. 


It is a significant ‘fact that the ad- 
vertisers who have advertised the 
longest and who have made the great- 
est success in advertising are the ad- 
vertisers who have used the most 
space and began to use plenty of space 
when they began todo business. Econ- 
omy must be practiced, and extrava- 
gance is never justifiable, but the man 
who intends to do a big business must 
begin with the appearance of doing a 
big business, or else he is never liable 
to do a big business. In the old days 
of Stewart, competition amounted to 
little. In these days of business strife, 
competition is everywhere, and men are 
forced against old-fashioned judgment 
to do things and to create an appearance 
which would not be justifiable under 
old-time principles of success making. 
—Fowler, 
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ALL the big book publishers are 
becoming incorporated. Harper & 
Brothers, D. Appleton & Co., Stone & 
Kimball and Chas. Scribner’s Sons are 
now corporations, and it is understood 
that a number of others are considering 
the advisability of the step. 


young man, a stranger in New York, 
who responded to an advertisement for 
‘‘Help Wanted” that appeared in the 
New York 7imes. The first question 
he was asked by his prospective em- 
ployer was as to references. The 
young man looked non-plused for a 
moment, and then said, brightening 
up: ‘‘I have read the 7imes ever 
since I was a little boy.’” He was 
employed ; and the head of the firm 
afterwards remarked that he never 
knew of a better recommendation than 
that. 





ADVERTISING is not an exact science. 
It will never be an exact science. It 
is an art, like literature, or painting, 
or music. Exact science allows no 
persona] equation, and is subject to 
hard and fast rules, while in the arts 
the personal note is everything. Ad- 
vertising will never be subject to hard 
and fast rules, for the best advertiser 
will always be he who projects the 
most individuality into his work, and 
at the same time best understands his 
fellow men—a faculty that cannot be 
reduced to rules or elements according 
to the requirements of an exact science. 





Mr. SAMUEL OwEN, of the Kress & 
Owen Co., manufacturing chemists, 
New York, was for some years “the 
Eastern agent of Horlick’s Malted 
Milk. In order to discover whether 
advertised baby foods were largely 
used, Mr. Owen relates that in 1891 
he employed a middle-aged lady of 
pleasant manner to canvass five hun- 
dred families in Harlem, and collect 
statistics on the subject. The lady 
reported that infants were found in 
three hundred ggd twenty five of these 
families; of these, thirty-eight were 
being nursed by their mothers, while 
fully nine-tenths of the number were 
being fed on diluted condensed milk. 
Only one was discovered which was 
being fed on an advertised food, Nes- 
tle’s or Mellin’s Food, Mr. Owen does 
not remember which. It would be in- 
teresting to learn how the proportion 
has varied within the last six years. 
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THE Fourth Estate tells of a great 
meeting of three thousand people in 
Chicago, at which it was resolved that 
Mr. William J. Bryan and ex-Governor 
Altgeld be asked to intercede with 
President McKinley for the pardon of 
Joseph R. Dunlop, of the Chicago 
Dispatch. The Fourth Estate inti- 
mates that Mr. Dunlop’s trouble arose 
from a technical offense committed in 
printing in his paper advertisements 
which the court held to be objection- 
able. 





PRINTERS’ INK recently published a 
list of eight evening papers of high 
character that go into homes and have 
a worth to advertisers beyond the mere 
figures of their daily circulation. They 
were papers that have no waste circu- 
lation, every copy going to a home, 
and going because wanted there. It 
was a very choice group of papers, and 
the Little Schoolmaster, after having 
enumerated the eight, said: ‘‘If there 
is any other evening paper anywhere 
that has a better right to be named 
than either one of these, PRINTERS’ 
INK would be glad to be furnished 
with its name and to consider the rea- 
sons set up by its publisher for claim- 
ing so exalted a place." It now ap- 
pears that there is one such paper. It 
is called the News, and is published at 
Indianapolis, the capital of Indiana. 
In character the Indianapolis Aews 
stands very high. It is twenty-eight 
years old. If we add the Indianapolis 
News to our list it will then count nine 
instead of eight. Of the nine the In- 
dianapolis News is the youngest ; but 
of the nine it has the largest daily sale. 
This is a surprising statement, for the 
News is not a sensational paper, and it 
is not what is known as a cheap paper. 
It is probable that in no other State of 
the Union is there one newspaper that 
holds a position so conspicuously in 
advance of every other newspaper pub- 
lished there as is the case with the In- 
dianapolis Vews in the State of Indiana. 


SEVENTY years ago it was urged 
against George Stephenson’s locomo- 
tive that if it should accomplish all 
that he claimed for it, it would drive 
out of business the freighters, the 
stage coaches and the stage coach- 
horses. We must all admitthat it has 
done this. So down with the trusts 
and down with the department stores 
and down with the railroads.—D./. 4., 
in New York Sun. 
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THE Daily News, of Burlington, 
Vt., publishes its circulation on its edi- 
torial page every day. In the issue for 
March 4 its average circulation is stat- 
ed at 4,037. No other newspaper in 
the State of Vermont publishes its cir- 
culation daily. 


A PROMINENT manufacturing chem- 
ist of New York City, all of whose ad- 
vertisements are addressed to the medi- 
cal profession, noting the discussion in 
the Little Schoolmaster on the physi- 
cian’s influence in helping or hurting 
the sale of advertised medicinal foods, 
said to PRINTERS’ INK: ‘‘ When a 
new article is first being introduced, 
the doctor can certainly help it or he 
can hurt it. When, however, it has 
once secured a stronghold, not all the 
doctors in the United States combined 
can hurt it much, It is only when it 
is struggling for recognition that it 
need consider the influence of the med- 
ical profession.” 


THERE are many difficulties to be 
overcome in doing successful advertis- 
ing. The advertisement should be at- 
tractive so that it may be seen. It 
should have a good position so as to 
be more likely to be seen. It should 
go into papers of high character so as 
to get the implied irttersement that 
such a paper imparts to all matter seen 
in its columns. It should go into pa- 
pers of great issue so as to reach as 
tThany eyes as possible, and finally it 
should be so worded as to make it 
probable that when it is read by any 
one likely to want the thing advertised 
he will be moderately certain to wish 
to examine or learn more about the 
mere sort that the advertisement 

e is reading is directing his attention 
to. Many well displayed and well 
placed advertisements have only the 
effect of convincing the reader that— 
whatever he may want—he does not 
want the thing about which he is at 
the time reading in the well displayed 
and well placed advertisement before 
him. When preparing your advertise- 
ment ask yourself this question : If I 
wished to buy goods of this variety, is 
this the sort of advertisement that 
would be likely to take me to the store 
where they are sold? If it is not of 
that sort, then it is probably all wrong 
and a money-waster instead of a 
money-maker. Get your advertise- 
ment right before you spend money 
for printing it. If you cannot get it 
right, don’t advertise. 
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IT IS TRUE. 


You can’t exchange with the Harpers’ pub- 
lications, and throw in acolumn of advertis- 
ing set in nonpareil, unless your paper has 
1,000 circulation.—Zke Nebraska Editor, 
February, 1897. 

PRINTERS’ INK showed the above 
paragraph to the Messrs. Harper 
Brothers, and they said that the fact is 
as therein stated. 

o> 
WORTH “TW O CENTS A 
WEEK 


Tue “ RockKLanp Trisune,” ) 

By W. O. Futter, Jr. > 

RocKLanD, Me., March 8, 1897. } 
Editor of Printers’ Ink: 

The Rockland Courier-Gazette (established 
in 1846), Rockland / ridume (established 1855) 
and Union Times (established 1892), have 
ond consolidated under the he: ading, the 

ockland Courier-Gazette, the consolidated 
circulation being 6,000. Hereafter the ad 
will appear as a twice-a-week, covering this 
part of the coast of Maine as no other paper 
or any other half dozen papers combined can 
do. The paper will be under editorial 
charge of W. O. Fuller, Jr. This informa- 
tion has already gone forw ard to the Ameri- 
can Newspaper Directory in the form of an 
pote oy ye If Printers’ INK can use 

of it for a news item we would be glad 
os ave it appear—though we do not ask any 
“free puff ”’ contrary to your rules. 

Here is a question that might be separated 
from the rest of this letter and possibly 
treated in your paper with interest to your 
readers: ** On what basis ought the Ae er- 
tising rates of a semi-weekly to be adjusted ?”’ 

On a genuine affidavit circulation of 6,000 
weekly (12,000, that is, in the two issues 
each week), we want to establish a rate that 
will be equitable to both home and foreign 
advertisers. We do not recall seeing sen.i- 
weekly rates discussed in Printers’ Ink. 

Yours very truly, W. O. Futcer, Jr. 

PRINTERS’ INK’s advice is: Adopt a 
flat rate and make it so low that when 
a man asks what his advertisement will 
cost for one time or two times the sum 
will seem so small that it will cause 
him to smile. Induce your advertisers 
to send their orders ‘‘till forbid,” 
telling them that there is a great ad- 
vantage in that, because they can stop 
at any time, not being bound by any 
contract. The flat rate so low as to 
cause the advertiser to smile at the 
cost of a single insertion will mount up 
at the end of the year to money enough 
—wo take his breath away. Twice-a- 
week papers, as a rule, cost no more 
to advertisers than once-a-week papers. 
There is no sense in it, but that is the 
way it is. 


LINE A 


—_ +e 
THERE is no substitute for individ- 
uality in advertising. A man’s an- 
nouncements and methods ought to 
bear the stamp of his own personality, 
or they will be tame and unattractive. 
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ADVERTISING FOR RETAILERS. 


Advert 


to offer sugge: stions for the promotion of better advertising 
Tell your advertising troubles 
Little Schoolmaster in the Art of Adve ertising) can lighten them. Ax 


booklets, novelties, catalogues. 


tions to the Editor of PRINTERS’ INK 
— 


Here is an advertisement that goes 
to the opposite extreme from that of 
the seed ad of the Pennsylvania firm, 
which was criticised last week. The 
Pennsylvania firm had nothing to 
say, and said it. It simply stood in the 
middle of ten inches of space and 
yelled, ‘‘ Timothy Seed.’’ 

On the other hand, the Central Coal 
and Coke Company, of Texarkana, 
Tex., have nothing to say, and say a 
lot of it. This is the way they do it: 


A VOICE FROM THE 
MORNING OF CIVILIZATION. 


Kreeshna an Incarnation of Veeshnu 
to Arjoon. Bhagvat-Geeta, Lexture X. I 
am the Soul which standeth in the bodies of 
all things. I am the Beginning, the Middle 
and the End of all things. Among the twelve 
emblems of the Sun (seasons) 1 am Veeshnu 
(the preserver) and the Sun among the Stars; 
I am One of the Eight Points of Heaven 
among the Winds, and the Moon among the 
Dispellers of Darkness ; amongst the Sacred 
Books I am the First (which is to be sung), 
and I am the Sprinkler of the Rains, the 
Roller of Thunder and the Director of the 
Winds. Of all the trees of the forest 1 am 
the Little River Soft Pine; amongst the 
Secret I am Silence, and amongst the Wise I 
am Wisdom. I am, in like manner, O Ar- 
joon, that which is the Seed of All Things in 
Nature; and there is not anything, whether 
animate or inanimate, that is without me. I 
planted this whole universe with a single por- 
tion, and stood still. 





In the center of the ad is a picture 
that is as crazy as the letterpress. 
How in the world any man ewer got it 
into his head that talk like that in an 
advertisement was calculated to sell 
pine is more than I know. What in 
the world ‘‘ Kreeshna, an Incarnation 
of Veeshnu to Arjoon,’’ has to do with 
pine lumber is a mystery to me. I 
suppose that ‘‘ Bhagvat-Geeta” is a 
cuss word. It looks like it. \ hen 
pronounced as I pronounce it, it 
sounds likgsit. If it isn’t a cuss word, 
it ought to be. I should like to make 
the acquaintance of the ‘‘ sprinkler of 
the rains and the roller of thunder” 
who wrote this advertisement. He is 
astar. I admit that. He also claims 
to be a ‘“‘sun” and a ‘“‘moon.” He 
may regulate the universe, but I 
doubt if he will prove a success as a 
lumber salesman. What he doesn’t 
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rtisers everywhere are invited to send matter for criticism ; to propound problems and 


send newspaper ads, circulars, 
pe — PRINTERS’ INK (Tae 
dress all commuuica- 


Ss 


know about advertising would fill 
book bigger than all the sacred writ- 
ings of the Hindoos. When the Cen- 
tral Coal and Coke Company’s 
writer gets through ‘‘ planting 
whole universe,” I trust that he will 
take time to write an ad that tells 
something of interest to consumers 
about ‘‘ Little River Soft Pine.’’ I 
would .really like to know who the 
writer’s ‘‘spirit control’’ is, and 
whether the above advertisement is 
the product of his astral self, or was 
written while he was sitting around 
clothed in ordinary flesh, blood and 
bones. The Central Coal and Coke 
Company should move to Burmah. 
* * 


of Carrollton, 
agency. He 


Mr. R. Lee Sharpe, 
Ga., runs an 
writes to us as follows: 


exchange 


Editor of Printers’ Ink: 

Dear Sir—I run an exchange agency and 
inclose you some of my matter for criticism 
in P. want to know the best way of 
intro ducing my line. I have been in busi- 
about one year, advertising in ** want 
columns,” etc., and it seems a little funny, 
but people don’t “‘catch on” to it as quick 
as they ought. I have been very successful 
for about six months, but now my field seems 
to be exhausted, Yours, etc., 

R. Lee SHarpe. 


ness 


Mr. Sharpe wants to know what the 


trouble is with his advertising. That's 
an easy question to answer. 

An exchange agency is something 
which has to be as reliable as a jewelry 
store. People take their goods to an 
exchange agency to swap for second- 
hand goods which other people have 
brought to the same agency, and 
which they want. The agent, the go- 
between, the middleman, must be 
looked upon by both of the principals 
of the transaction as being absolutely 
upright and to be relied upon in any 
case. He is the one who fixes the 
valuation of the goods, who makes 
the swap and who makes a fair profit 
out of the transaction. Both of the 
principals are his customers. They 
both must feel as though he will do 
the very best he can for them and yet 
make a fair profit for himself. 

Now, Mr. Sharpe does not encour- 
age this feeling of confidence when he 
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gets out a circular like this. Beside 
the catch-line of this circular there is 
the picture of a tramp or otherwise 
disreputable looking man taking to 
his heels. The wording of the circu- 
lar isn’t dignified—isn’t such as you 
would want a man to use in whom you 
have to place confidence and on whom 
you will have to depend for giving you 
fair value in exchange for the thing 
you want to swap. 


* REMEMBER IIE ’”’ 


When you have anything to exchange. I 
don’t intend for you to remember me as the 
above photograph, as it is an old one, and 
doesn’t favor me any “longer.”’ I take shorter 
steps now and exchange faster. I have 1,002 
things to get rid of. Tell me what you want 
and what you have, then if we don’t trade it 
will be because you wanted to put in some 
money. Do not forget R. Lee Sharpe, 
Carrollton, Ga., when you want to— 








It seems to me that the only way 
Mr. Sharpe can advertise profitably is 
to constantly advertise in the local 
newspaper in a bright but self-respect- 
ing manner that he is running an ex- 
change bureau, that he always does 
the best he can for either party to an 
exchange, and that he earns his own 
living by making a smal] and perfectly 
just profit on each transaction. Mr. 
Sharpe has one other way open for 
making his business familiar to pro- 
spective customers. He is at present 
using that, but it needs improvement. 
He is sending out exchange lists, giv- 
ing an account of some of the goods 
which he is ready to transfer. But 
these lists are printed on miserably 
poor paper. They are extremely 
cheap, and they militate very much 
against Mr. Sharpe’s agency. If he 
will print his lists on tolerably good 
paper he should get a hundred per 
cent more returns than he does. Good 

r doesn’t cost much, and even if 
it did it would be worth his while to 
use it. 

+,* 

The Paxton Gallagher Co., of 
Omaha, Neb., evidently believe in 
using first-class stationery and print- 
ing. Their letter-head is one of the 
neatest things that has come to our 
notice for some time. A _ blotter 
which they inclose in their letter, ask- 
ing for criticism of a new booklet 
which they have just issued, is exceed- 
ingly neatly printed. The booklet 
talks about their Gas Coffee Roasters. 
It contains one excellent half-tone, 
showing the apparatus in which their 


. and healin 


coffees are roasted. The first reading 
page of this booklet contains a first- 
class argument as to why their process 
is the best : 


REASONS WHY COFFEES ROASTED 
BY GAS ARE THE BEST. 

In roastin A the new process, all the 
strength of the berry is retained. The Cof- 
fee is roasted direct in the flames in trom 
eight toten minutes. When Coffee is roasted 
by the old process over a coal fire, requiring 
thirty to forty minutes, it is practically 
baked, the essence, strength and flavor being 
dried out. Three pounds roasted by the Gas 
Roaster are equal in strength, are much finer 
in flavor, and will go further than four 
pounds of the same Coffee roasted any other 
way. 

The whole tone of their booklet is 
very conservative and will, no doubt, 
sell goods, because it speaks in per- 
fectly plain and perfectly confident 
language, and it has employed every 
good thing of the printer's art to en- 
hance the value of the letterpress. 

+,* 

Editor of Printers’ Ink: 

Dear Str—I write ads for Messrs. C. H. & 

. Price of this city (Salem, Mass.). Messrs. 

rice are the largest druggists in the country 
east of Boston. They have always taken 
Printers’ Ink, and I find great help in its 
contents, I inclose you six of my ads for 
your opinion, which I consider of eminent 
value. I run two ads in the Salem News and 
change every day. Whatever you have to 
say about these ads in your excellent paper 
will not only be appreciated by Messrs. 
Price, but myself. Yours truly, 

Frep GOLDSMITH WALKER, 

Salem, Mass. 





HEN you're looking for a paint of 


generous covering capacity and per- 
manent colors, which will not chalk off or 
fade, insist upon getting Briggs & Co.’s Pure 
Prepared Paints. They’ve stood the test of 
time and made a name for themselves as the 
most reliable paints to be had. 


EOPLE of refinement wil! find our —— 
Eucalyptine Compound a perfect liquid 
dentifrice, harmless as water and fragrant as 
spring-time flowers. Its ingredients com- 
bine to make a pleasant taste and odor. 





‘Sweet breath and white teeth follow the use 


of our new discovery. soc, a bottle. 


Ww have a complete assortment of 
spring trusses, rubber trusses and 

elastic trusses for treating Hernia in all its 

forms. A truss is worthless unless properly 

fitted. With forty years of experience we 
arantee a perfect fit at about one-half 
oston prices. 


LL persons can’t be beautiful. They 

can have a clear skin if they use 

Witch Cream. To be brief, it’s a skin- 

feeder. Starts right in and nourishes. 

Easily absorbed, it strikes the bottom strata, 

begins. Smoothness, clearness 
and health follow. 25c. and soc. bottle. 


Mos people think all soda is alike, and 
a that any fountain produces the ‘same 
drink as others. It’s natural, for they 
haven’t drank ours. We serve the most de- 
licious soda to be had in this city, of town- 
pump coolness and refreshing quality. 
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HE bicycle girl knows the burning power 
of the sun, but does she know that 
Witch Cream takes the fire out of sunburn? 
After the next sunny ride apply this match- 
less preparation, which heals, soothes, cools 
and beautifies. It’s death to irritation, and 
don’t leave that sticky feeling. 25 and soc. 
a bottle. 





These are good ads because they 
get hold of a salient point of excel- 
lency in the article and tell about it. 
The witch cream is ‘‘ death to ir- 
ritation and don’t leave that sticky 
feeling.” The only trouble with this 
is that ‘‘doesn’t’’ would be a 
little more grammatical than ‘‘ don’t.” 
‘*Sweet breath and white teeth follow 
the use of our new discovery ’’—that’s 
a good argument for using Eucalyptine 
Compound. 

In another ad Mr. Walker gives a 
good scientific explanation of why 
Witch Cream heals. Mr. Walker’s 
ads are as good drug ads as we have 
seen for some time. 


* & 
* 


READY-MADE ADS. 


[I do not write these ready-made ads. They are 
taken wherever they are found, and credit is 
‘iven to the author when he is known. Contri- 
tions of bright ads are solicited. The name 
and address of the writer will be printed, if he 
wishes it to be.—Ep. P. 1.) 





For a Jeweler. 


Just One Word. 


And that word is reliability. It is 
the foundation of every successful jeweler’s 
business, It’s the secret of my success. 
People like to buy with a knowledge that the 
goods are all that is claimed. My silverware 
is silver; my diamonds are diamonds; my 
gold is wkat I claim it is; my salesroom is 
where the people feel at home; my prices 
are at the lowest notch; my store is next 
door to-———; my name is ———. 


For a Savings Bank. 
This Week’s Salary. ~ 


Is it going as many others have gone for 
the little things that you don’t need ? 

Better save some for a rainy day. 

Start a bank account, if you cannot spare 
but a dollar a week. Even this little will 
amount to nearly $3,000 in thirty years. 

Four per cent on savings, compounded 
quarterly. 





For a General Store. 


it’s the L&tle 


things that count. 
step on. The collar button 
baby that howls. 
find. The nickel 
on the street car. 


It’s the tack you 
ou lose. he 
The keyhole you can’t 
ou forgot when you got 
he letter you forgot to 
mail for your wife. The minutes you’re be- 
hind at train time. The inch that’s left of a 
good cigar. It’s the little you save on a pur- 
chase. It’s the economy you practice that 
makes the fat pocket-book. 
Come and see what we can save you. 


| this cheapness suits the poc 





For Furniture. 


Mistaken Ideas 
of Economy 


Often lead people to buy common 
furniture because it is ane, and because 
et at the mo- 

ment. True economy lies in getting the 
best qualities at the lowest price possible. 
Such we deal in exclusively. Our credit 


system opens an easy way to obtain what- 
ever you may require when money is scarce. 
We want your custom, and will open an ac- 
count with you to-day if you like. 


For a Hat Store. 


The fashionable hatters 
imagine that the 

label in the crown 
does the talking. 

Our experience proves 
that it talks two 
dollars’ worth. 

If you are buying hats 
and not labels we have 
all the swell forms, 

for three dollars. 





For a Furniture Store. 


A Well Filled 


| POCKET-BOOK 


is a mighty good thing to possess, 
but it is not a necessary adjunct to buy from 
us. We will cheerfully extend all the 
courtesies of credit to you, and sell you fine 
furniture just as cheap—perhaps cheaper— 
than those who ask spot cash. Our easy 
credit system will enable you to furnish up 
your house either in part or entirely, you to 
make such terms that will suit your circum- 
stances. 





For a Clothing Store. 


YES, SIR! 


Just one-half our regular 
marked price buys any Win- 
ter Suit or Overcoat in the 
house. 


for a Bank. 


A Family’s Dollars. 


It’s not a rich family—there’s a mother, 
two daughters andason. Each one has a 
savings account and lays by something ever 
week. Just as often as they can they put all 
their savings together and buy a mortgage 
even if it’s only $200 or $300. At the end of 
each year they meet at the bank and divide 
up the mortgages they have bought during 
the year. They began in 1893. To-day they 
own over $5,000 worth of first-class 6 per 
cent securities. Your dollars so saved will 
do the same for you. $1: opens a bank ac- 
count. 4 percent on savings, compounded 
quarterly. 





For a Dry Goods Store. 
Come Early 


And see the cloudburst of economic 
prettiness, in fabrics of spring weather 
style and comfort that we are now dis- 
playing. The wonderful purchasing 
power of a dollar will be exemplified 
as never before in our shop. 
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OUR POST-OFFICE. 


PRINTERS’ INK often has occasion to 
comment upon the tendency of the 
Post-Office Department to make trouble 
for the public, although it was intended 
as a convenience. Here are two en- 


| Extracts from 


‘The Outlook 


13 Astor Place New York 


on the envelope. This envelope, it 
will be noted, also bears on the front 
what at first glance appears to be a 
foreign postage stamp, but which is 
really an advertisement of some sort. 
The Post-Office Department does not 
object to the envelope on account of 


To the Literary Editor 





THIS ENVELOPE IS ALL 


velopes; each one opens at the end. 
Both are used for circulars; the first 
envelope by 7he Outlook, a New York 
newspaper, the other by some firm to 
PRINTERS’ INK unknown. It also 
opens at the end, and in order that 
there may be no mistake about it, the 
words, ‘‘ Open This End,” are printed 


RIGHT FOR CIRCULARS, 


the similarity of this advertisement 
to a foreign stamp, but on account 
of the peculiar way that the envelope 
opens at the end; and PRINTERS’ INK 
has seen a whole batch of these en- 
velopes which were thrown out by the 
Department on account of this peculiar- 
ity, the Department claiming that such 
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an envelope, although containing only 
a circular, should pay letter postage in- 
stead of circular postage. All this goes 
to show that our Post-Office Depart- 
ment, in its anxiety to leave no duty 
undone, even goes so far as to take 
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the last Congress) for doing away with 
some alleged post-office abuses, would 
exert his influence to have some of the 
red tape dispensed with that is at pres- 
ent used in such great quantities by the 
Post-Office Department, Mr. Loud 











THIS ENVELOPE IS ALL 


cognizance of the shape of the flap of 
an envelope. One shape is legitimate 
and another is not. If the celebrated 
Mr. Loud, of California, who cham- 
pioned that inane bill (which failed in 





WRONG FOR CIRCULARS. 


might, ina short time, become a greater 
man than there is any real likelihood 
of his ever becoming, for no man can 
be really great who is not fair and 
square. 





*Two WAYS. 
If a man has business sense he will read all 
the advertising papers he can get his hands 
on, glance over circulars and mail orders, 


listen briefly to solicitors and study other 
people’s ads. He will absorb ideas from all 
sources, which will filter through his brain, 
but when he works them out for practical use 
in his business they are his own. The idea 
is there, but in a new form and bearing the 
stamp of a different personality. The dullard 
copies, but the bright man thinks, one 


sees but the outer form or substance, which 
he imitates, but the other catches the idea 
that to him acts as an inspiration to start a 
train of thought. The one steals his neigh- 
bor’s ads because of incapacity, the other 
appropriates ideas because he cannot help it, 
his mind being always on the lookout for 
anything new pertaining to his business.— 
Penny Advertiser. 


- ss 
Mrnp your p’s and q’s in buying advertis- 
ing—the Prices and Qualities. ti 
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STANDARD TIME. 


It is now thirteen years since the 
adoption of standard time, and we are 
able to see how it has worked and how 
it has been modified in practice. As 
coming generations will know nothing 
of the old-time system, or want of sys- 
tem, it will be those who remember 
that in 1880 there were fifty different 
standards of time in use in the United 
States who will appreciate the change. 
This country was especially the place 
for such a plan to be formed, for the 
great lines of railroads running east and 
west across many degrees of longitude 
dwarf all old-time ideas. And yet the 
plan encountered opposition. When, 


value of a standard time, uniform for 
the whole country, and lent their aid 
and gave their influence toward the 
adoption of the plan proposed. The 
railroads alone had the power to secure 
an extended use of any proposed sys- 
tem, and they would not listen to any 
plan that did not conform to at least 
most of the requirements of their roads. 
It is, therefore, not the least merit of 
Professor Abbe’s system that it was in- 
geniously adapted to meet the require- 
ments of the railroads. 

In theory the system divides the 
country into five sections, having their 
centers at the seventy-fifth, the nine- 
tieth, the one hundred and fifth, and the 
one hundred and twentieth degrees of 





75° 





on Sunday, November 1, 1883, by unit- 
ed action of the great railroads, stand- 
ard time became an accomplished fact, 
it was to many people a sort of Crime 
of '83. The astronomer, Cleveland 
Abbe, had been collecting weather re- 
ports and making predictions founded 
on them for the Cincinnati Chamber of 
Commerce, where his success as the 
first ‘‘Old Probs” caused his appoint- 
ment to establish the Weather Bureau 
at Washington, And it was in the en- 
deavor to secure the reports of his ob- 
servers simultaneously from a wide 
extent of country that he was impressed 
with the difficulties arising from diver- 
sity of time standards. Other scientists 
were convinced of the great practical 


longitude. The edges of these great 
bands are found to meet at convenient 
ny for the sudden change of an 
our in time. Thus the first change 
occurs between our great Eastern and 
Central cities, while the next comes be- 
tween the Central and Western cities. 
As every point in a section takes the 
time of the center of that section, no 
change of time is made except of whole 
hours. The Eastern section is called 
International Time, but is not used} 
it barely touches the United States at 
the eastern corner of Maine. The next 
section is Eastern Time,and then comes 
Central Time, these two including about 
ninety per cent of the railroads of the 
country. Then comes Mountain Time, 
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then Pacific Time. By this arrange- 
ment the great central portion of the 
country, extending from Buffalo and 
Pittsburg to Kansas City, is governed 
throughout by Central Time. Its cen- 
ter being St. Louis, the astronomical 
time of that city is used throughout 
the whole middle portion of the coun- 
try. All the large cities of the East 
also have a uniform time—that of Phila- 
delphia. Were Alaska included in the 
scheme, just double the five times 
would be necessary. Nothing more 
graphically shows the wide extent of 
our country than this long swing of the 
sun across it. A vicious practice pre- 
vails among railroad map-makers of 
drawing the western degrees of lon- 
gitude narrower than the eastern. A 
map of the United States on a large 
scale as to the eastern end is thus 
squeezed into a narrow map by narrow- 
ing the great distances west of the 
Mississippi, but it gives the eye a 
totally false idea of the relative dis- 
tances. 

In actual practice the railroads have 
avoided changes of time except at ter- 
minal or junction points, and the result 
is sometimes a sad break in the theoret- 
ical map. For instance. the Grand 
Trunk, running trains through Onta- 
rio, keeps Eastern Time toits terminus 
at Detroit ; while the Lake Shore, on 
the opposite side of Lake Erie, keeps 
Central Time to its terminus at Buf- 
falo, at the opposite end of the lake 
from Detroit. El Paso, Tex., is an 
unfortunate survival of the confusion 
that used to exist everywhere. The 
town has four standards of time. The 
Southern Pacific carries Pacific Time 
that far east, then jumps cl@r over 
Mountain Time, fifteen degrees at a 
stride !—and changes directly to Cen- 
tral Time. The Atchison, Topeka & 
Santa Fe uses Mountain Time, and 
the Mexican Central uses Mexico City 
time. Central Time is used on the 
city clocks, although the city is west 
of the meridian of Mountain Time! 
On the borders of the sections, where 
neighbors’ @®ons are an hour apart, 
some towns have refused to adopt 
Standard Time by law. However, all 
have to use it for railroad purposes— 
and how many are the things that con- 
sideration governs! Railroads could 
not be run by sun dials, and the myth 
of ‘Sun Time” is gradually yielding 
to the artificial standard. As Stand- 
ard Time is already fixed by years of 
use it should have the preference over 
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other arbitrary time systems, and that 
is all that is needed to make it the 
universal time for practical life. 

The eastern border line of Central 
Time, as actually made by the rail- 
reads, begins as far west as the eastern 
tip of Minnesota, follows the Canada 
boundary to Detroit, thence runs east 
to Buffalo,then south to Pittsburg, pass- 
ing through numerous towns in that 
wilderness of railroads, then goes down 
the Ohio to Huntington, thence to At 
lanta and the sea at Charleston. There 
are almost forty towns where the vari- 
ous railroads change time on this line. 
Only the map can show the crooked 
line as it goes from one town to an- 
other, following in a general way the 
theoretical line. 

The western boundary of Central 
Time runs south from Brandon, in 
Manitoba, through the Dakotas, Ne- 
braska and Kansas, zigzagging from 
one railroad to another as the eastern 
line does in Pennsylvania, then south- 
west to El Paso. There are sixteen 


changing places on the railroads cross- 
ing this line. The changes from Mount- 
ain to Pacific are made in nine towns. 
—From Godey'’s Magazine for March. 
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THE ADVERTISING ORDERS 
WERE KILLED, 


A good many publishers actually do 
think that the American Newspaper 
Directory is a blackmailing institution. 
They suppose it to be conducted as 
they would conduct a similar enter- 
prise. Here is a case in point: The 
ey of the Brooklyn Zife can 

ave his circulation stated correctly in 
the book by simply showing how many 
copies he printed during the year 1896, 
but instead of that he sends an adver- 
tisement and asks fora specified rating 


~ 


ceived aletter from the Western Teacher, 
a Milwaukee publication, which con- 
tained the following paragraph : 
**Inclosed you will find an adver- 
tisement which you are authorized to 
insert in column with and following 
catalogue description of the Teacher, 
as per your regulations, on the follow- 
ing condition, namely : That your Di- 
rectory shall accord to the Western 
Teacher the rank to which it is entitled 
among the school journals in Wiscon- 
sin, namely, the first in extent of cir- 
culation.” 
Now it may be that the Western 
Teacher is entitled to 
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that position. If it is, 
it will not be necessary 
to advertise in the Di- 
rectory to have the po- 
sition accorded. The 
publishers of the Di- 
rectory are unable to 
receive advertising pat- 
ronage subject to such 
conditions, and the or- 
der from the Western 
Teacher was, therefore, 
returned, 

At the recent conven- 
tion of newspaper men 
in New York City 
Major W. J. Richards, 
the business manager 
of the Indianapolis 
News, said : 

The Indianapolis 
News and the Ameri- 
can Newspaper Direct- 
ory have each been 
published twenty-eight 
years. Inno one of the 
twenty-eight years has 
the Indianapolis Mews 
ever advertised in the 
American Newspaper 
Directorytothe amount 








in a way that would make it impossi- 
ble to hold him responsible for it if 
wrong. In such a case as this the pub- 
lishers of the Directory kill the order 
for the advertisement. They have ad- 
vertising space for sale, but circulation 
ratings are only accorded on a publish- 
er’s statement, duly signed and dated. 
If he is willing to furnish this he does 
not have to advertise in the Directory 
to secure the insertion of his correct 
circulation rating. 

In the same mail that brought the 
communication from the Brooklyn 
Life, the publishers of the Directory re- 


of one cent. 

In no one of the twenty-eight years 
has the American Newspaper Direct- 
ory ever failed to state the circulation 
of the Indianapolis Mews exactly as I 
showed its circulation to have been. 

Every newspaper man who has fur- 
nished the information has the same 
story to tell as that related by Major 
Richards, but the objection of news- 
papers to having their circulations 

nown is, as a rule, much more acute 
than the proverbial unwillingness of 
the eel to Cher skinned. The repro- 
duction here shown of the communica- 
tion’ from the Waltham (Mass.) /7ec 
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Press represents the position taken by 
many journals. It was seventeen years 
ago that the Chicago News said of the 
American Newspaper Directory: ‘*This 
work has long since earned the reputa- 


ory to give the truth instead. The 
result of this difference of purpose is 
inevitable—a great deal of criticism 
and abuse from publishers whose un- 
truthful statements have not been ac- 


tion of being 
the best of its 
character pub- 
lished. That 
it is without 
mistakes is 
not claimed 
even by its 
publishers, 
but that it 
contains the 
results of pa- 
tient, expens- 
ive and sys- 
tematic effort 
to secure all 
attainable in- 
formation of 
interest con- 
cerning Amer- 
ican newspa- 
pers is at once 
evident, and 
that the work 
has been hon- 
estly done, 
without refer- 
ence to the 
business rela- 
tions of the 
publishers 
with the va- 
rious papers, 
will not be 
questioned by 
any unpreju- 
diced examin- 
The work 

is of interest 
mainly to ad- 
vertisers, and 
the most im- 
portant ques- 
tion to such 
concerning 
iny newspa- 
er is the ex- 
nt of its cir 
lation. In 
ttempting to 
ive this in- 
formation the 
ditor of the 








WALTHAM, Middlesex Co. 18,7074 
pop., on Fitchburg and Boston & Maine 
Ras. and Charles r., 9 m..W. of Boston, 
the State capital. General manufacturing. 
Waltham and United States Watch Com- 
panies’ works are here. 
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TRIBUNE; every evening except Su 

day i — dent Our pages Oxu; - 

; established 182; Charles H. 

| = ay itor; Waltham Tribune Co., pub- 
Ushers; circulation “isi ° 


WARE, Hampshire Co. 07,329 pop., 
on Boston & Albany and Boston & Maine 
Ras, 21 m. N. EB. of Springfleld. Cotton 
and woolen manufactories. 

WARE BivEe free Thursdays; 


nelg! -_- owns combined tre’ m Cee 

WARREN, Worcester Co. 0 4,68it 
pop., on Boston & Albany Rd. and Chicopee 
r., 3 m. E. N. E. of Springfield and 72 W. of 
Boston, the State capital. Steam pump and 
engine works and cotton and woolen man- 


ufactories. 
ERALD; Fridays, independent; four 
Pd 15x22; wag $1. i: - 
D. 


@. Hitchooe id publisher 


circulation “rss 

WATERTOWN, Midiesez Co.0 
1,073¢ pop.—local estgnate 8,130—on Fitch- 
burg Rd. and Charles r.,7 m. W. of Boston, 
the State capital. Manufactures of dress 
goods, stoves, starch, carpet lining, needles, 
Jaundry machinery, paper bags and govern- 
ment paints. 
ENTERPR ISE; Fridays; independenss 

eight pages 16x22. subseription $1.50 

lished 1879; Fred G Barker, editor ones 4 

Msher; circulation, aceorded 1,440 In 1893 and 
184. Publisher says that the smallest edi- 

tion tb i806 was 1 


WAVERLY, Middleser Co. 0 5 


pop., on Fitchburg and Boston & Maine 


Rads., 3p. W. of Cambridge. Farming. 
Residences of business men of Boston. 
BEL MONT BULLETIN; Sat ntagss 
elght paces 15x22; subscription $1.50; 
Mshed 1890, Fred @ Barker, editor and ip 
lsher; circulation “1 
WEBSTER, Worcester Co. 0 70311 
pop., on Boston & Albany and New York & 
New England Rds., 16m. 8. by 8. W. of 
Worcester, one of the two county seats. 
Manufactures of cotton, woolen, ya-2, 
nen and shoes. 
GLE; Wednesdays; tn 
eight pages subscription § 
Co., editors and publishers; 
ation 


E ‘Ss; 'Priday 4 , independent repub- 


Actual average during | 18% 
WELLESLEY, Norfolk Co. O 3,000t 
pop., on Boston & A 
S. W. of Boston, the : 
Wellesley Famale Collora 


> 
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Directory encounters his most difficult 
work, Asa rule, newspaper publish- 
ers lie, directly or indirectly, concern- 
ng the circulations of their papers. It 
is the aim and necessity of the Direct- 


cepted by the editor of the Directory. 
The attacks of papers of this class upon 
the corrections of the Directory have 
been unsuccessful in affecting general 
confidence in the character of the work. 
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PRINTERS’ INK. 


WESTERN members of the A. N. P. A. on their way home from the 
Hoffman House convention reading PRINTERS’ INK's answers to the sixty-four 


questions discussed by the convention. 


THE WINE BOOMER. 
The wine boomer has had his day. 
used to cut quite a figure as a man-about- 


He 


town. He was always well-dressed, well- 
groomed, and had a pleasant manner and 
address. He had “money to burn,” and he 
was given carte blanche to order as much 
cham aon as he pleased for himsejf and his 
frien The wine boomer often affected a 
cunniee air and knowledge about wines, 
which went far to impress those who wanted 
to be considered worldly wise and good 
critics. His one method was to travel with 
a swell “ set,”’ and to have ambitious and 
moneyed youths follow his lead. Another 
method was to appear in a popular resort or 
cafe and call for his brand of wine. Some- 
times he well knew that his wine was not 
kept there, and when so informed he would 
seem greatly surprised, and wonder why 
such a = place was without that 
brand of wiffe, which was the best. At an- 
other time the boomer would sit down to the 
table with some friends, and when the waiter 
came up, he would say in an off-hand way: 

“ A bottle of wine.’ 

Of course, the waiter would ask: ‘* What 
kind, sir?” 

Then the boomer would exclaim, ‘*‘ What 
kind? Why, there is only one kind for me. 
I want Blank’s blue label, and no other.” 

If word came back that this brand was not 
in stock, the boomer affected great indigna- 
tion, perhaps raised a fuss, and departed 


after vere attracted the attention of every 
one in the place to Blank’s blue label. The 
boomer’s mission was accomplished if the 
proprietor, a few days afterwards, would 
conclude to order a few baskets of that 
brand. However, the hotel and saloon mén 
are now “on to the game,” and it takes a 
smooth boomer to work them in the old way. 

“There are only a few of us left,” sadly 
remarked an ex-wine boomer to me the other 
day, as he called for a drink, and when the 
waiter brought it I noticed it was not Blank’s 
blue label.—American Wine and Mineral 
Water Press, New York. 


HOPEFUL. 
goods merchant was ana 


The d 
tie ad just 


the situation to the new drummer he 
employed. 
Your predecessor,’’ he said, has gotten 
his business all tangled up, and if you take 
his place you will have a difficult task getting 
order out of chaos.” 
“*T don’t know who Chaos is,’ * cheerfully 
replied the drummer, “ but I bet I’ll sell him 
vill of goods if I have to hang on to him a 
eo "—E xchange. 


EASILY EXPLAINED. 
Customer—You've had this special sale on 
account of a death in the family going on for 
somewhere like two years. 
Mrs. Moses—Yes, but I can’t forget my 
poor old man in a hurry.—/wn, , 





~ 


<2 RMS, Ut Reena ae on 


PPG BL OE tag 





56 PRINTERS’ INK. 


CLASSES OF BUYERS. 
By Henry Romaine. 


There are two very distinct classes 
of buyers—those who need goods and 
must have them, and those who don’t 
really need them but may be persuaded 
that they do. It is not difficult to ad- 
yertise to the first class. Prices are 
generally what influence them. They 
are looking for necessities, and want 
tu get a certain quality at the lowest 
possible price. Your share of their 
business will depend on what competi- 
tion you have. It is not difficult to 
sell an article for which there is a reg- 
ular demand, if the price is fair. Even 
poor advertising would not fail to sell 
the goods in many cases. 

It is different, however, when you 
have to persuade people to buy what 
they don’t really need. The adver- 
tisement then requires the most con- 
summate skill inits wording. It must 
be alluring to the point of conviction. 
It must give good, solid reasons why 
the reader needs the article advertised. 
If no such reasons exist, they must be 
created, so far as to convince the reader 
that he ought to buy. 

A prosperous merchant once said 
that anybody could sell a man what 


he wanted, but it took a salesman to 
induce a man to buy what he didn’t 
want. That is just the point in a 
really first-class advertisement. You 
don’t immediately need what it adver- 
tises, but if the ad convinces you that 
you ought to have those goods at the 
seductive price asked for them, it is a 
clever announcement. I have often 
been tempted to buy an article for 
which I had no need, on account of 
the very alluring way in which the 
qualities, uses and prices were put in 
the ad. Nothing else but the adver- 
tising made me buy, and frequently I 
never had any use for the article, but 
gave it away to a friend or acquaint- 
ance. It is only exceptionally clever 
advertising that can sell goods not 
actually needed. 

It is necessary to consider, when 
preparing matter, just which class of 
buyer it is going to reach, for the style 
of the ad must be determined by that, 
and a change of the announcements 
might be disastrous, for what suits one 
class will certainly not suit the other. 
You want to know the peculiarities of 
your customer before you can talk to 
him successfully, and you can only 
obtain that knowledge by studying all 
classes of buyers. 





Chas. 8. MUErRY. 


HUMPHRIS & CO.. 


—a OB KL BRS IN see 


GENERAL MERCHANDISE. 


Ranch Supplies, Wagons, Mining Supplies, Rotions, Etc. 


Aaa, 


New York, 


Editor *Printer’s Inx*, 


af 27/97, 


i ae fe 


Dear Sirj- B. Y. 
TI have been buying che New York Sunday World for two months 


from the train hutchers here, in the hope of securing a copy containing 


the SITSATIOS WANTED page , but have never yet succeeded , 


The nivaloys claim that the aesired page does not come to them? 


Are advertisers pay:ng for something they don't get? 


ow 





SMALL ADS IN ‘*‘SUNDAY WORLD.” 


The circulation of a paper is counted to be the number of COMPLETE 
copies printed, A half sheet is not a complete copy. 
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THE COUNTRY PAPER. 


Excuse me, Mr. Editor, I just dropped in to 
say 

That if you've 
throw away 

I'd feel most mighty gratified if somehow I 
could get 

A fairly recent copy of the old 
Gazette. 


any papers you are goin’ to 


Wayback 


Of course, it ain’t a daily, but still it seems 
to me 

A paper printed once a week is just the right 
idee. 

I always find within it all the news I really 
need 

While city papers dish up stuff that no one 


wants to read, 


been here now a fortnight with 
daughter Mandy’s folks; 

Hain’t seen a thing worth readin’ 
chestnut jokes. 

I hope it ain't presumin’, sir, 
me to say, 

I don't see how you manage 

get away. 


I've my 


but a lot of 


too much for 


so to let news 


I've read your paper reg'lar, but it makes me 
fairly foam 

When I never find a cussed word 
folks at home. 

I hope that you'll excuse me if I emphasize 
my views— 

But you show most blamed poor judgment in 
selectin’ of your news. 


about the 


Who cares about the Sultan of New Jersey 
anyway? 

I want to know how Wayback went for mayor 
t’other day 

Who cares for Venezoola, or for Cuba or for 
Spain? 

Whocares how many turkeys Abdul Hamid’s 


folks have slain? 


We all know that McKinley was elected Pres- 
ident, 

But what I want to know now is how Way- 
back township went. 

Who cares a continental how they build the 
cabinet ? 

Has Bliffkins sold his grocery? 
ended yet? 


Is huskin’ 


I’ve read your are telegrams from every 
foreign spo 
But they don’t ‘tell whether Jenkjns i is a jus- 
tic e now or not 
Why couldn’t you just spare a line or two 
some time to say 
How Bill Jones ran for office ? 
get away? 
And why not take sufficient space to add 
upon the side 
If old man Wilkins’ brindle cow got well at 
last or died? 
Confound your foreign fixin’s! Give me the 
news, you bet: 
And the oaly paper that prints it is the old 
Ways, Gazette. 
— Chicago Times-Herald. 
- eo 
HOT SCHE MES. 
brilliant enterprises appeal to the 
beginner in newspaper advertising. One is 
an “agency "’ to secure commission on his 
own business, and the other a paper of his 
own where he can get advertising for 
nothing. He thinks they are “* hot schemes’ 
and they usually prove to be so—altogether 
too hot for him or his business.—Penny Ad- 
vertiser, Kansas City, Mo, 
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ARRANGED BY STATES. 
MISSOURI. 


Cor ERS the field — St. Jos 


h HERALD” 
8,000 8., 9,000 w. LA COSTE 


New 


8,000 d. 





NEW YORK. 
[} NGHAMTON LEADER. 


Rp NSsas TON LeADER, the tea table favorite. 








PINGHAMTON LEADER, leading afternoon 

paper and the favorite family medium. 

B » INGHAMTON LEADER, the home paper, filled 
full of live local and general news ; no boiler 

plate, no fake features, but a lezitimate paper 

commanding the confidence of its constituency. 

BR NGBARTON LEADER, first-class penny 
afternoon paper. Most important daily in 

that city, commanding the respect and confi- 

dence of readers and advertise 

home and abroad. Average circt 

every issue 1895, Daily, 8,745; Weekly) 600, 

e ore ulation weekly than all the other Binghamton 
eklies combined HE » BECKWITH 

SPEC IAL AGENCY, Sole Agts Adver- 

tising, New York and Chicago. 


OHIO. 


_TIMES, 


Foreign 





| AYTON Mornive EVENING NEWS, 


WEEKLY ‘Times-News, 14,000 daily 
LA © COSTE, New York. 


TEXAS. 


G ALVESTON TRIBUNE. 


wee vekly. LA 


GALVEST IN TRIBUNE, a money w inner. 
(JALVESTON TRIBUNE, the most influential. — 


} ALVESTON TRIBUNE, prosperous and pow- 
erful. Leads the afternoon procession. 
} ALVESTON TRIBUNE makes money for it- 
self and will make it for you. Thoroughly 
— to date, with ali modern mechanical appli 
ances. A live paper for live people. 
} ALVESTON TRIBUNE counts. 
City circulation larger thane any newspaper 
in Texas. A dividend-paying medium, backed 
by the brains and capital of the city 
‘ALVESTON TRIBUNE, Daily four pages, 
a Weekly eight pages, all live, prosperous <3 
ETS, published by the Galveston Pun y 
add, Pres.; Chas. Fowler, Vice Pres. ; 
Sealy, Treas. ; Fred Chase, Sec’y and Bus. Man.; 
Clarence Ousley, Editor. 8. C. Beckwith Special 
Agency, sole agents 


Ww. ASHINGTON, 
‘pea 


@ EATTL JE POST-INTELLIGENCER. 
‘ Largest circulation in the State. 





Displayed Advertisements. 


50 cents a line ; $100 a page; 25 per cent 
extra for specified position—tf granted 
Must be handed in one week in advance. 


AGRICULTURE. 
BREEDER AND FARMEH R, Zanesville, O. 
NS Send 


MP RC 
Al “£5 EOF § FOLLETT! Bethlehem, Pa. 


GUARANTEED CIROG LATIONS.—The circula 
tion of the following papers is guaranteed by the 
publishers of the AMERICAN NEWSPAPER Direct 
ory for 1896, who will PAY A REWARD OF $100 in 
each and every case where it shall be proved that 
the paper was neaper a rating accorded. 


EIGHT-HOUR HERALD. Chicago, 17,370. 


‘ 


MAINE. 
0, C. ADVERTISER, Norway, Maine (local), 2, 
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rintin 


can be done slovenly, fair- 

pri ly good or good. A printer 

can exercise judgment and 

taste in the execution of his 

work and so make a good 

* or he can dispense with 

oth and turn it out in the 

quickest and cheapest man- 

ner. By doing the former 

and sticking to it he can 

build up a good trade, com- 

posed of customers who 

want only the best work and are 

willing to pay a fair price for it. By adopt- 

ing the other method he can get the name of 

being a cheap printer, and so attract a class 
of cheap work and cheap customers. 

I am not acheap printer. I do good work 
and expect a fair price for it. I & no work 
ataloss On no job do I make a fortune. 
— a fair profit on every job is what I look 
or. 

The composition on all 
work which I[ turn out is the 
best that I cando. It repre- 
sents the best facilities that 
a fully equipped establish- 
ment contains. I exercise 
both taste and judgment in 
setting every job. Tenia 
or to suit every customer 
and vary the style for every 
one. Too much sameness in 
type display is a drawback dfmost printers. 

Job (or small) press-work requires careful 
attention and expert handling. I have exe- 
cuted on small presses some 
of the best work ever done. 
I have been complimented 
on my work in this line 
repeatedly. A fancy letter- 
head, card, circular or book- 
let cover 1 can turn out 
better than most printers and 
as well as any. 

Large press-work, where 
careful handling and expert 
workmanship are looked for 
and expected, I can execute 
in a manner satisfactury to all concerned. 
Half-tone, color and accurate register work 
lam called upon to perform every day. I 
take particular pains with this class of work 
and always please my cus- 
tomer. 

Of every job left to me 
to design I can truthfully 
say I have never failed ,. 
to please my customer. 
That is my best recom- 
mendation. An increas- 
ing business tells the 
story of how I suit my 
patrons better than I can. 

I have here stated the 
manner in which I do 
work, I expect to receive answers to this 
advertisement. Will yours be one of them ? 


Wm. Johnston, 
Mgr. Printers’ Ink Press. 
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10 Spruce St., New York. 
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Weetere, 


But 
‘Few 
Papers 


in the land receive a 
wider or more intelli- 
gent patronage than 


THE 
TIMES-UNION 


It enters more homes every day 
than all other Albany papers 
combined. Its columns afford 
the most effective way to reach 
the thrifty people of this section 
of the country. 


JOHN H. FARRELL, 


Editor 
and Proprietor. 


Albany, N. Y. 
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Make... 
Advertising 
Pay...- 
e-e-2 
THE 


Evening 
Journal 


OF JERSEY CITY, N. J., 


Was a daily visitor during 1896 
to no less than 


I 5, O35 Families 


in the wealthy suburban popula- 
tion of Hudson County. 
The MEDIUM that reaches 
15,035 families must pay 
advertisers. 
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| - 
**New England's Family Paper."’ Write Us 


«+ THE... 


Portland Transeript}} "toe" = 
pt in a newspaper press. 


Sixty years of honest, active busi- It is possible that we can show 
ness life have given the PorTLAND 
TRANSCRIPT a unique place among — = OO gaa se? 

the literary home-papers of the you some ‘‘ wrinkles” about the 


country. ‘*NEW MODEL” WEB or 
{25,000 ‘« MULTIPRESS"’ which may 


people read the TRANSCRIPT every interest you from a practical and 
week; nine-tenths of them live in 
New England, and New Englanders economical standpoint. 
are good buyers. 


AT THIS DATE 
no advertisement of Canned Goods, 
Baking Powder, or Tobacco and 
Cigars is appearing in the Tran- 
script. Here is a chance for profit. 


COST. 





We believe we have got some- 
thing you want and need. Meet 


us half way and let us prove it. 


Rates are moderate. A four-inch 


ad three —— costs $87.36; for Campbell Printing 


one year, $291.20. . n per cent 
xtra if next pure reading matter. 
wake? Press & Mfg. Co. 
TRANSCRIPT ~ 6 Madison Avenue, New York 
Portiand, na 334 Dearborn Street, Chicage 





"SALMA alee ie eve ae vl let 4/ 


The Best State in the Northwest, 


IOWA 


The Biggest City in Iowa, 


DES MOINES 


The Paper of Largest Circulation in Des Moines, 


THE DAILY NEWS 


Swoma Average Daily Circulation for January, 1897, 


15,496 


Eastern Office: 150 Nassau St., New York. 
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To Lawyers: 


THE ARGUS 
COMPANY ... 


will print your law cases at the 
following prices: 





| 
. 


-- -HE.. 
MORNING NEWS 


Is the only morning 
paper in Delaware. 


* 
Published in Wilmington. 
»* 
72,000 
POPULATION. 
&* 


Does it need any bet-~ 
ter recommendation P 


Per page. 
Law Cases less than 
300 pp. (40 A nm, 55¢. 


Law Cases, 300 pp. or 
over (40 aeetene - } 50c. 


Cover to be counted as two pages. 





These figures are for PLAIN, OR- 
DINARY LAW CASE WORK, 
and are for CASH (30 days). 


ANOTHER .... 
STRONG POINT 


The Argus Company will agree 
to DELIVER WORK WHEN 
PROMISED, which, in itself, is of 
the greatest importance to the legal 
fraternity. 


THE ARGUS Co. THE NEWS PUBLISHING CO. 
ALBANY, N. Y. i WILMINGTON, DEL. 
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10 Cents a Copy. $1.00 a Year, 


GODEY’S MAGAZINE. 


MARCH number is on sale at every first-class news-stand 
in the United States and Canada. Do not miss this 


issue. It contains many articles of special interest. 


** Gopey’s stands in the front rank of the cheaper magazines, and is 
always clean, pure and worthy to be taken into the family circle.” 
— Commercial, ‘Buffalo. 


FORMS FOR APRIL NUMBER CLOSE MARCH 5BTH. 


GUARANTEED CIRCULATION FOR 1896, 


One Million Copies. 


Seno For Rate Carp. 


THE GODEY COMPANY, 
52 LAFAYETTE PLACE, NEW YORK. 
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W hich? 


PRINTERS’ INK knows a man who is interested in a patent medicine. It 
is used, in about the same proportion, by rich and poor alike. It is sold 


in 5, 10, 25, 40, 50-cent and $1 sizes. By an arrangement with an advertising 


agency, he has become entitled to a 6-inch double column displayed illustrated 


advertisement to appear once in any six New York dailies he may select. A 
list of the New York dailies is here shown, and the person who is now read- 
ing this page is asked to name, in the order of his choice, the six papers that 
will in his opinion do the advertiser most good. It must be borne in mind 
that the comparative cheapness or dearness of the publisher's charge for 
the service does not interest the advertiser, as he is entitled to an appear- 
ance in the six papers of his choice without any cost whatever to him. 


Morgen Journal. 
New Yorker Zeitung. 
S - Herold. 
Commercial Advertiser 
Advertiser (morning). 
Telegram. 
Mail and Express. 
Journal (evening). 
Sun (evening). 
Press. 
Post. 
News. 
Journal (morning). 
Times. 
Journal of Commerce. 
Tribune. 
Staats Zeitung. 
World (evening). 
‘* (morning). 
Sun (morning). 
Herald. 


Please send reply to 
PRINTERS’ INK, 10 Spruce Street, New York. 


New York, March 10, 1897. 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 


Press 


is the most profitable medium 
for “advertisers in the State 
of Pennsylvania. « w« w& 
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The Press is 
the greatest 
want medium 


in Philadelphia. 
wt 


Largest two-cent Circulation. 
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the Detroit 


free Press 


\ 


has ever been, since it was started in 
1831, what it is now, the dominant 
paper in the rich and prosperous country 
in which it circulates. For two gener- 
ations it has been a paper of the highest 
character. Progressive and enterpris- 
ing, it has exercised its great power in 
such a manner as to receive the respect 
and admiration of its readers. It is 
a paper that is at once powerful and 
popular, one that is read by all classes. 
These characteristics, together with 
large circulation, make its various edi- 
tions advertising media of the highest 
productiveé’value, 

For advertising rates and sample 


copies, address the home office, or 


-—s 
R. A. CRAIG, 


41 Times Building, New York City. 
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AS EWSPAREYS 7 
‘THE PLAIN TRUTH" 
THES 
“QpANnO Aut 
“ona 


THE DAILY HOUSTON POST 


goes in club packages to 


379 Post-Offices 


in TEXAS and LOUISIANA every day. 


THE POST sends more papers into the 
homes of these towns than any other 
newspaper. THE DAILY POST also 
sends three or four papers each to 
hundreds of small offices every day in 
single wrappers not counted above. 


THE SEMI-WEEKLY POST 


goes in club packages to 


1413 Post-Offices. 


DO YOU WANT TO REACH THE 
PEOPLE IN THESE TOWNS ? .... 


You can see the lists and get rates 
by dropping a postal to or calling on 
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In Spite of Its Enemies 
In Spite of Dull Times 


ITS DAILY The ao 


CIRCULATION 


rT 00 ‘Chicago 


-- cones, Dispatch 


(BY JOS. R. DUNLOP) 


a 
| 
| 
| 


Continues to grow in circulation and adver- 
Oss . ~L° ’ 
tising patronage. It is truly Chicago's fa- 
vorite paper, and reaches 


MORE HOMES 
MORE FACTORIES 
MORE STORES 
MORE OFFICES 


than all the other afternoon papers of 
Chétago combined, save one. 


EASTERN OFFICE, HOME OFFICE, 
517 Temple Court, 115-117 Fifth Ave., 
NEW YORK. CHICAGO. 
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Past the 
a= Apprenticeship Stage 


The Peoria Evening Times is 


now in its fourth year and is no longer an 
experiment but an assured fact, having 


taken its place in the front rank of Peoria 
newspapers. The local advertisers who 


are slowest to appreciate the new have 





come intothe fold; others have gradually 
increased their space. Within the past 


year general agents of some of the heav- 


iest advertisers have investigated the field, 


and have invariably recommended the use 
of The Evening Times. The con- 


clusion was forced upon them. Among 
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this number were the Munyon Homeceo- 
pathic Home Remedy Co., James S. Kirk 
& Co., and the Dr. Hobbs’ Remedy Co.— 
good advertisers. The Evening 
Times is the only penny paper in 
Central Illinois. It has a large and 
rapidly increasing circulation which is 
valuable to the general advertiser. 


Rates Firm, but Not High. 





THE EVENING TIMES, 
PEORIA, ILLINOIS. 





SPIYNNSYVVVYVVVYVVVYVVVYVVVVVVVVVVVVVVVV VV VV VY VY Vv oY ON 


PRINTERS’ INK. 


Oo 
a 


a DAILIES 


* AND 
GET RESULTS 


Morning Papersm_Why you should use them. 





A Morning Paper delivered at the home is worth a dozen Even- 
ing Papers and worth one thousand other papers sold in the street 
or on the street cars.—/vom an interview in PRINTERS’ INK. 


We present the following Morning Family Newspapers as the leading ex- 
ponents of all that is best in journalism in their respective cities. 


THE DEMOCRAT, Grand Rapids, 


Judged either by the character of the people who read it or its effective- 
ness as an advertising medium is worthy the consideration of every 
advertiser who wishes to reach the people of Western Michigan. 


LEADING FAMILY NEWSPAPER IN MICHIGAN 
(ouTsIDE DETROIT). 


HERALD | Williamsport, Pa, 
| St. Joseph, Mo. | GAZETTE | 
8,000 Daily - + | 
| 8,000 Sunday | BULLETIN 
— 9,000 Weekly — Guarantees that its 


Circulation is as 
Leading 


H N Represented 
ome Newspaper . 
i te 6,000 Daily 


» Northwestern Mo. 








H. D. LA COSTE, 38 Park Row, New York. 
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The high-class Afternoon Paper 
of St. Louis 


IS THE 


ST AR 


Its guaranteed circulation of 


63,000 Daily 
65,000 Sunday 
is confined principally to the city of St. 
Louis and its immediate suburbs, and 


* circulates in the homes of the best fam- 
ilies of St. Louis. 


x * 


FOR FURTHER INFORMATION 


Ask EIKER, 


148 Tribune Building, New York City. 
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Ut The New York Even- 
vsett ing Post seems to 
+ have a stronger hold 
upon its advertisers now 
than ever before. It gets 
its rates every time, is less 
yielding in the matter of 
special positions than any 
other New York daily, 
but, nevertheless, it holds 




















its advertising better than 


most, and as well as any. 
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Extract from “How Many Copies,” 
by George P. Rowell, Printers’ Ink. 
The national authority on advertising. 
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Tasting 
The Pudding. 


It is not our practice to publish testimonials, and, in fact, testi- 
monials can add very little weight to our argument, if the 
advertiser will but examine the American Agriculturist 
Weekly, and consider the guaranteed circulation. 

We have, however, expressions of opinion from many of the largest 
advertisers in the country, who have made money by adver- 
tising in the American Agriculturist Weekly. 

These are the papers they did it in, 


JAMERICAN. Circulation, 7 2, 000 
~JALGRICULTURIST_ Covering the [liddle 


NEW YORK. and Southern States. 


crest 57,000 


Covering the Western 
WESTERN EDITION, and Central States 


CHICAGO. 


Lircatation, 36 OOO 


Covering the 


ASTERN EDITION, — 
—- New England States. 


SPRINGFIELD, MASS. 


The Total Circulation Is 


eae 1 65,00 WEEK.——» 


Covers the whole Country or any part of it. 


Orange Judd Company, 


NEW YORK, CHICAGO, SPRINGFIELD, MASS., 
52 Lafayette Place. Marquette Bldg. 27 Worthington St. 
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Farm and ate 


Key 
To the Farmer’s Post Office Box. 


3 We'll let you have it cheaper than youcan get it any other Cy 
ry way. Placea trial advertisement in this great semi- 
; monthly whosewirculation is sworn to be 


250,000 Each Issue. 


You will get a larger mail from it than frgm any other 
paper. Mail that means business. Its subscribers are 
mail order farmers; they are educated up to it. 


Ff 


Write either office. 


Che Phelps Publishing Zo., 


SPRINGFIELD, MASS. CHICAGO, ILLINOIS. 
27 Worthington St. 204 Dearborn St. 
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A POOR GUESS 


(by one of my competitors). 


Office of SHANNON & Co., 
GREENVILLE, S. C., Feb. 27, 1897. t 


Printers Ink «Jonson: 


DrAR Sir—Yesterday we had acall from A. Benjamite, rep- 
resenting a Philadelphia house. He wanted to shows us some 
colors by mixing, and asked for acan of bronze blue. He noticed 
* Rabbit’s Foot” label and was rather taken aback. He showed 
us a very tough-looking bronze blue at $1 per pound, and in 
reply to his question as to what we paid Jonson for bronze blue, 
we asked him to guess on the cost of the can from which he was 
mixing. He pronounced it a poor bronze blue, and supposed it 
cost about $t per pound, but did not compete with his $1 bronze 
blue. Showed him letter book, and the cost was three pounds 
for $1, and he left, saying if we ever got a pressman who knew 
his business he would refuse to use Jonson’s inks! 

Very truly, SHANNON & CO. 


_~ 


My customers have to laugh at my competitors 
when they ask them at what prices they can dupli- 
cate my inks. They never seem to guess correctly, 
and, of course, when they learn my prices there is no 
other remedy but to berate the quality of my goods. 
The inks my competitors ask $1 a pound for, | am 
glad to sell in 3-pound cans for $1 acan. My fine 
job inks, sold in 4%-pound cans at 25 cents a can, 
cannot be duplicated elsewhere at any price. My 
Carmines, Bronze Reds and Fine Purples are the 
only inks I-charge 50 cents for a 4%-pound can. My 
news ink (best in the world) is sold at 6 cents a 
pound in 25-pound kegs, and at 4 cents a pound in 
500-pound barrels. My terms are cash with order. 
If my goods are not found as represented, I kuy 
them back and stand all freight charges. Send for 
my price list. Address : 


PRINTERS INK JONSON, 
8 Spruce St., New York. 
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To Appear 
Quarterly 
Henceforth. 


The American NEwspaPeER Directory for 1897 
will appear June 1. The Directory will be revised 
and reissued September 1 and December 1, 1897, and 
regularly thereafter once in three months—March 1, 
June 1, September 1 and December 1, 1898. Forms 
will close August 1, November 1, February 1 and 
May 1, and always one month in advance of the 
date of issue. Corrections will be made daily as 
authenticated information is received or obtained. 

The price of the American Newspaper Drrect- 
ory will be $5, as heretofore. For $20, if paid in 
advance, subscribers may receive all the four issues 
cf a year, thus having always the latest information, 


and in_consideration of the payment, strictly in 


“i : i 
advance, the subscriber may have the privilege of 


applying to the office for special confidential reports, 
as wanted, Address orders to 


GEO. P. ROWELL & CO., Publishers, 
No. 10 Spruce St., New York. 
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THREE FOR THE PRICE OF 
ONE AND THAT ONE THE 
CHEAPEST OF THE THREE 


ALBANY, March 8, 1897. 
GEO. P. ROWELL CO., New York: 


GENTLEMEN—Do we understand that advertisements 
ordered for 1897 Directory will appear in each edition, which 
you say you intend issuing every three months? An early 
reply will oblige, 

Very truly yours, 
THE ARGUS CO., 
JAMES C. FARRELL, Manager. 


New York, March 9, 1897. 
Publishers of ARGUS, Albany, N. Y.: 


GENTLEMEN+-Your letter of March 8th is at hand. 

Such advertisements as have been ordered in the American 
Newspaper Directory for 1897 were given by the advertisers 
with the expectation that the June issue would be the only issue 
for the year. It has been decided that such advertisers will 
have some reason to think themselves wronged if they are 
omitted from the September and December issues, therefore all 
advertisements ordered in the June issue will appear in the 
September and December issues without additional charge, and 
this will be done notwithstanding the fact that the price of 
advertising in the September issue, and again in the December 
issue, will each be higher than for the June issue. This is 
equivalent to saying to you that an advertisement may appear 
in the June, September and December issues for about half the 
sum that will be charged for the September issue alone, and 
that the charge for the December issue will be the same as for 
the September issue. We are, ’ 


Your obedient servants, 


Publishers of THE AMERICAN NEWSPAPER DIRECTORY. 
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The Opportunity Offered by an Advertisement in 
the American Newspaper Directory for June, 1897 





FOR $10.00, 

A publisher wishing to insert a state- | 
ment of ten lines (60 words) or less 
in the column with and following the 
description of his paper, may do so at 
the nominal price of ten dollars, 
which price will include a copy of the 


Directory, to be delivered at his own 


office, all carriage expenses prepaid. 


Additional matter may be inserted at 
$1.00 per line. An example is here 
shown : 

NEWS; every , oe pp ad Sante 3 
democratic ; one Balt x24; su eo 
$5; established 1 ly News Co. itors 
and publishers. wy - has varied from 
G in 1891 to H 1 pert —The 


RIRMINGHAM News Offers to advertisers the 
largest and best cfreculation of any daily in 





Alabama. Local advertisers who best know its 


value use it to a far greater extent than any 
other Alabama paper—the best possible proof 
that spare the advertiser. Itsactual average 
daily circulation during March, 1896, was 7, 


Small portraits or pictures of newspaper 
buildings will be inserted as heretofore for 
$10 each, the price including copy of book 
delivered free. The necessary drawing or re- 
production can be made from a photograph or 
other picture, and for this Saakchant will be 
noextracharge. It would appear thata = 
lisher who owns an office building worth 
illustration, or who desires that his face s a 
become known to advertisers and others, may 
wisely avail himself of the privilege here 
offered. The cut must not exceed one inch 
in length or width, and is subject to the 
approval of the Editor of the Directory. An 
a le is here shown: 

ENING WISCONSIN; every 
evening Wine Sun 
day,and WISCON- 
s Saturdays; re 

publican; eight paxes 
18x24; subscription — 
daily $6, weekly 8! 
established_1f47; The 


lishers; circulation - 
daily E, weekly E. 
Has varied a. Yaily 
D, week! 1892 
to daily 
in 1895. 


FOR $15.00. 

The small portrait or picture referred to 
above,and a ten-line announcement, including 
one copy of the book delivered free, may all 
be had for $15.00, with additional matter at 


$1.00 a line 
DISPLAY ADS. 


Display advertisements may also be in- 
serted in the letterpress portion, on the same 
page with or opposite the description of the 
paper. One page, $50; half-page, $30; 
quarter-page, $20. Display advertisements 
are accorded the best position remaining un- 
sold at the moment the order is booked. 


ES weekly E, 


All orders are payable in cash when the 
book is delivered, but ten per cent may be 
deducted for cash with the order. 


A copy of the Directory will be sent free, 
carriage paid, to every advertiser in the book. 


| Circulation ratings are 
of necessity based upon 
issues for a year that is 
passed. 





| This is known and can 
be stated with absolute 
/certainty. 


The interest of the ad- 
vertiser is centered, how- 
ever, upon the issues that 
-| will be put forth for a 
year to come. =e 





This information, stated 
upon the authority of a 
publisher, to follow im- 
mediately the description 
and rating of the paper, 
may be had as shown in 
opposite column. 

Such announcements 
in the American Newspa- 
per Directory make the 
book more interesting and 
instructive, and the privi- 
lege of inserting them is 
valuable to every paper 
that possesses any particu- 
lar merit that would thus 
attract the attention or 
interest of an advertiser. 








INK. 

















A merchant whom I know always has a supply in his desk 
at the office. I have seen them in his traveling bag. In a drawer of his 
dining-room sideboard there is aconstant supply. Once I saw some in his 
fishing kit; for he is something of a sportsman, and he generally can fish 
one up from his waistcoat pocket on occasion. The Tabules seem to be 
with him in about as constant demand as tobacco with a sailor. I asked 
once how he could have such frequent use for RIPANS TABULES, and 
| he told me this: ‘*If something in business annoys me it upsets my stomach, 
but a Tabule taken at the time neutralizes the bad influence. When I 
travel I am apt to be troubled with constipation, but a ‘Tabule at night in- 
sures a pleasant and healthy movement inthe morning. If I drinka glass 
| of wine too much, or eat a dessert that has a tendency to upset me, a Tabule 
| is an antidote. When fishing in the sunshine threatens a headache, a 
Tabule cures the tendency; and what is good for me is often just as great 
a boon to a chance companion. For that reason I always have them within 
reach. ‘They don’t cost much, and they never do any harm. I would no 
more think of depriving myself of their beneficial ministrations than I 
would of going without my frequent bath or occasional cigar. Since I 
first learned about Ripans Tabules and their wide application, I have had 
fewer sick days and life has more sunshine in it.”’ 
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The 
National 
Authority 


Printers’ Ink \ 


** The Little Schoolmaster of the Art of Advertis: 
ing,’’ the national authority on this subject. 


New York Evening Post. 


4 


The National Authority 
on this subject. 
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We've had a great 
big boom 
on the . 


Brooklyn 
66 .” 9 


Advertisers are beginning to realize 
that the traffic has increased very 
largely during the past year, and 
they’re flocking in fast. Nowhere 
can you get such display or such 
value. 

$100 per month, 

285 Cars, 


16x24-inch Card. 


The only real “ L” Road advertising 
in America. Nobody can equal it, 
let alone beat it ! 


GEORGE KISSAM & CO., 
253 Broadway, New York. 
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ALFRED E. ROSE 


OF SCOTT & BOWNE, 
Formerly of the 
H, O. CO., states: 


“Doing as much advertising as we do, 
it is next to impossible for us to trace 
results. All that we can expect is to 
watch the general effect of certain lines 
of advertising one year, and perhaps a 
different line another year and note the 
result. Among good mediums, we be- 
lieve street car advertising is among 
the first when properly conducted. 
‘PROPERLY CONDUCTED’ 
implies the right cars, the right display 
and the right service. We are glad to 
be able to state from a number of years 
experience with your firm, that we have 
found your service efficient, your dealings 
honorable, and your system as nearly 
perfect as sc comparatively new a branch 
of advertising could be made.” 


WAP 2.0.08 2.0.08 10.40 0 


40,00 20, 


I  —_ 
BP WOW oP VOAS 29,4 VG! 2° 


aP.oe 


He referred to the H. O. adver- 
tising in the STREET CARS and 
BROOKLYN “L” road that was 


done with us. 
Pd - —— 


GEO, KISSAM & CO. 
253 Broadway, New York. 
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et IN THE * * 


32 YEARS 


that we have been in the 
advertising business, we 
never were in better shape 
than now to give adver- 





tisers the kind of service 
“necessary to produce the 
greatest results at the 
smallest cost % % Jt 
If this is the kind of serv- 
ice you want, write to 
The Geo. P. Rowell.%.%.%.%.% 
a & & Advertising Company, 
#210 Spruce St., N. Y.%.% 





























